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CONCERN OVER UHF will be re- 
flected at EIA’s winter confer- 
ence in Los Angeles this week. 
UHF is way up on the agenda 
of the consumer products divi- 
sion meeting. TV industry lead- 
ers will review developments of 
the FCC’s experimental UHF 
broadcasts in New York City, 
consider the implications of the 
FCC’s total UHF program and 
discuss Congressional sentiment 
on UHF legislation. 

Also on EIA’s agenda: Recom- 
mendations on broad questions 
of tariff and world trade, includ- 
ing the executive committee’s 
proposals on the upcoming con- 
troversy in Congress over re- 
newal of the Reciprocal Trade 
Agreements Act. ® 














“You remember yesterday when you jokingly said that all 
we need now is an appliance supermarket on that corner?” 


Appliances Show Up In Pittsburgh Supermarkets p3 
TREND IN THE TV MIX to port- 
ables is clearer than ever, now 
that figures are in for 10 months 
of 1961. The portable-table cate- 
gory now accounts for 59% of 

Continued on p3 
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Here are some advantages you get from Hoover 
to help you earn steady profits year after year! 


Hoover products: They’re the biggest, best-known names 
in home-care appliances. A balanced line, including fast- 
moving promotional items. 

Hoover training: Help right in your store, with tested sales 
techniques and demonstrations that your sales staff can 
profit from today. 

Hoover research: A steady stream of new ideas, new prod- 
ucts and product refinements! Like the unique new Elec- 
tric Floor Washer-Dryer and exciting Shampoo-Polisher. 


BRAND 
NAMES 


\ SATISFACTION 


Hoover preference: More women want a Hoover than any 
other cleaner. Brand preference studies prove it every year. 
Hoover advertising: Proven, effective selling —in TV, maga- 
zines, and newspapers—that spells out product excellence 
and sells Hoover preference. 

Aren’t you glad you’re on the Hoover team? Or, if you 
aren’t, wouldn’t it make sense to join up now? See your 


Hoover representative, or write The Hoover Company, 
North Canton, Ohio. 


HOOVER. 


FINE APPLIANCES... around the house, around the world: 
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distributor-to-dealer sales. Straight consoles are 
taking only 37.5% of the mix, compared to 
39% at the same time last year. The TV-phono 
combination category held its 3.5% of industry 
sales. 

Total sales? After 10 months, it appeared that 
the industry was running just about 1% ahead 
of last year’s pace. . 






SOL POLK’S NEXT VENTURE could be setting up leased 
major appliance and radio-TV departments in 
mass merchandising stores in the midwest. Les- 
ter Bachman, executive vice-president of Polk, 
said that there’s a better than even chance that 
the departments will be established, possibly 
under the Polk name. Bachman wouldn’t reveal 
specific locations or number of units planned. 
He said no announcement will be forthcoming 
before the first of the year. . 


WHY THE PROPOSED MAYTAG STOCK SPLIT? Nothing 
unusual is afoot, according to company spokes- 
men, Maytag just wants to broaden its base, 
make more stock available for trading. Stock- 
holders will vote on the two-for-one split on 
Dec. 27. If it is approved, the present 3,293,999 





Appliances: Will It Last? 


Foodchain Sales Help Move 


outstanding shares would double and the total 
of authorized common shares would climb from 
5 to 10 million. = 


COLOR TV BOOM (FRIENDLY FROST STYLE): Sales of 


color TV in the 29-store chain were up “appre- 
ciably” but not “substantially” according to 
Danny Schmier, vice-president in charge of sales. 
What’s the difference? “Substantial means sales 
have at least doubled,” explained Schmier. “Ap- 
preciable means a 10-30% increase.” = 


FIRST 24-HOUR FM STEREO STATION IN U.S. (WFTM) 


opened on Long Island, N.Y., last week in con- 
junction with a professional recording studio 
and “Volare,” a luxury selling salon for stereo: 
equipment where prices start at $500 and go up, 
up, up. The super-posh three-way sound center, 
all wrapped in glass and blanketed with deep- 
piled, wall-to-wall gold carpeting, was conceived 
and tied up in time for Christmas shopping by 
Gerald O. Kaye, board chairman of the 29-store 
Friendly Frost chain. For the opening Kaye was 
stocking stereo combinations and TV-stereo 
theaters. The brands: Ampex, Capehart, Clair- 
tone, Electrohome, Fonovox, Kane-Mark, Mo- 
torola, Pilot and pieces under the Volare label 
(mostly from the Westinghouse curio collec- 
tion). * 


ances in Loblaws. However, we 
don’t know where this kind of pro- 
gram will lead or what effect it will 
have on appliance dealers. We don’t 
want to lose dealers and be left with 
a lot of grocery stores.” Depart- 
ment stores are saying they want 
no part of the plan. They are point- 





A revolutionary co-operative selling 
plan between supermarkets and se- 
lected appliance-radio-TV dealers 
has resulted in record sales of ap- 
pliances and increased business for 
supermarkets. 

Some dealers, distributors and 
manufacturers feel it is a surefire 
way to move merchandise at an un- 
precedented rate and benefit super- 
markets at the same time. Others 
are saying it is a flash in the pan 
and the novelty will wear off rapid- 
ly, leaving a wake of disgruntled 
dealers. 

Philco kicked off the plan with 
Hinky Dinky supermarkets in Ne- 
braska and followed with a tie-in 


with Thorofare markets in Penn- 
sylvania. 
Norge and Sylvania dealers in 


Pennsylvania are cooperating with 
the Loblaw food stores. (And every 
major appliance and consumer elec- 
tronics distributor in Pittsburgh 
and Philadelphia has been ap- 
proached by a supermarket based 
there to discuss this type of pro- 
gram.) 


Here’s how the plan works, using 
Philco as an example. An appliance 
dealer is selected to cooperate with 
a supermarket in a given area (this 
is usually an exclusive franchise 
agreed on by the supermarket and 
the manufacturer). The dealer is 
given space on the supermarket floor 
where he sets up a display of sev- 
eral appliances and mans it with one 
of his salesmen. The customer se- 
lects an appliance, signs an agree- 
ment to buy it on the no-down-pay- 
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ment plan. The customer receives 
the appliance as soon as possible and 
the dealer receives payment immedi- 
ately from the Philco Finance Corp., 
a wholly owned subsidiary of the 
Philco Corp., under whose guidance 
the plan is established. Philco calls 
the plan “Instant Dividend” because 
the consumer gets the appliance im- 
mediately after agreeing to pay for 
it. She uses cash register tapes from 
her food purchases to cover part or 
all of the cost. 


Only time payment purchases are al- 
lowed on the plan. The most a con- 
sumer can pay is $15 per month; 
$10-per-month is expected to be the 
most popular plan. She pays full list 
plus finance charges. For example, a 
customer agrees to purchase a $300 
TV set and pay for it in 30 monthly 
$10 installments. The average food 
bill for a family of 4 is estimated 
to be $30 a week, $120 a month. 
Under the formula, the $120 tape 
is good for a $7.15 credit against 
the $10 monthly payment. For that 
month the customer would pay only 
$2.85 in cash. If the food bill aver- 
ages $120 a month for the full pe- 
riod she would pay only $85.50 for 
the $300 set. If her grocery pur- 
chases were high enough she would 
not have to pay any cash at all. 


The key to the plan is full list price. 
Under the formula, 544% of the 
price of groceries is the premium a 
consumer can apply toward the price 
of an appliance. With their tight 
profit structures, markets could not 
be expected to offer that kind of in- 


centive. In fact, they are anticipat- 
ing that their out-of-pocket expendi- 
tures will only be in the neighbor- 
hood of 2%. This is because the ap- 
pliance prices to the consumer are 


full list plus finance charges, and 


the markets have to cover only the 
price the dealer gets from the Philco 
Finance Corp. One soap industry 
executive contacted by EM WEEK 
feels that even 2% is more than the 
markets will bear. “This plan 
doesn’t have the broad-base appeal 
that trading stamps have,” he said. 
“T don’t see how chains can afford 
that kind of premium.” He suggest- 
ed that the list price of the appli- 
ances is being inflated by an 11% in- 
crease for credit charges and that 
amount is, in effect, being kicked 
back to the market. For the guaran- 
tee of steady trade from a number 
of customers over a long period of 
time, participating markets seem to 
feel the plan is a bargain. 

The 2% figure is about what it 
costs most markets to administer 
trading stamp programs. Both Thor- 
ofare and Loblaw will continue to 
offer trading stamps, but they deny 
that they will raise food prices to 
cover the cost of the appliance pro- 
gram. 


Will some dealers be left out of this 
plan? It seems inevitable, because 
in the test areas, markets are allied 
with only one dealer and some deal- 
ers are cooperating with more than 
one market. “Norge,” said Judson 
S. Sayre, board chairman, “is test- 
ing a supermarket tape redemption 
program. We have installed appli- 


ing out they will not continue to 
handle any line that becomes un- 
profitable to them as a result of the 
deal. 


“We don’t know if it will last 10 
months or 10 years,’ one Philco 
executive candidly admits. However, 
the company is about to start test- 
ing in the Southeast through a tie- 
up with Colonial Stores, in New 
England with Stop and Shop and in 
Oregon and Washington through 
Big C stores. Food Fair and Philco 
have had long conversations. Food 
Fair sources indicate they will test 
the plan outside present “I.D.” 
areas before expanding. 


The success of the plan in test areas 
has been big, according to all re- 
ports from participating dealers and 
markets. Dealers indicate tremen- 
dous sales figures for the first weeks 
of the plan. And many purchases 
are in the high end of the lines. Su- 
permarkets report that women are 
shopping for their neighbors so that 
their credit will be great enough to 
require no cash payment on the ap- 
pliance. Of course there is a ceiling, 
because a customer cannot apply 
more than $15 in any month toward 
the purchase. 


What is the future of the plan? Per- 
haps the sagest comment came from 
one dealer who said, “This will be 
hot stuff until every supermarket is 
offering it. Once all the markets 


have it, the competitive advantage is 
lost, and we’re right back where we 
started.” 
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STRAIGHT FROM 
WASHINGTON 


EXPENSES FOR CONVENTIONS AND HEALTH TRIPS 


will be reviewed by the Supreme Court to deter- 
mine if they are tax deductible. 

In one case, a lower court upheld the govern- 
ment claim that $650 in expenses for a con- 
vention trip to an insurance agent for meeting 
his quota was compensation, and therefore tax- 
able as income. Many appliance firms use this 
form of incentive for salesmen. If the Supreme 
Court upholds the government, a serious crimp 
would be put in this practice. 

In another case, Internal Revenue allowed a 
heart patient only part of his family’s expenses 
for a winter in Florida which he took on advice 
of his physician. U.S. Appeal Court overruled 
IRS and allowed the full claim, but the govern- 
ment appealed due to conflicting decisions. 8 


PLANS TO BUY MAJOR APPLANCES ARE UP SLIGHTLY 


for the next three months, reports the Federal 
Reserve Board. But consumer plans to purchase 
washing machines, refrigerators and TV sets 
in the next six months still are below year-ago 
levels. Much the same is true, says the Fed, of 
buying plans for air conditioners, dryers, dish- 
washers and radio-phono equipment. . 


BETTER LIAISON WITH BUSINESS is the ‘goal of several! 


government moves. Most important, perhaps, 
is a continuing reorganization of the Commerce 
Department’s Business and Defense Services 
Administration. The office of administrator— 
vacated by Thomas Drum—is being abolished. 
Duties are assumed by Eugene Foley, a deputy 
assistant secretary of commerce. This and other 
moves are designed to bring BDSA closer to 
State and Treasury Departments and the Presi- 
dent’s Council of Economic Advisors. * 


A NEW OFFICE OF LABOR-MANAGEMENT SERVICES 


has been created by Labor Secretary Arthur 
Goldberg. It will not engage in collective har- 
gaining negotiations. But it will supply advice 
and statistics to both employers and union 
leaders to help them in such negotiations. Even 
further, it will help tripartite community 
groups—such as those organized in Los Angeles 
and Bridgeport, Conn.—to improve labor rela- 
tions in their areas. ® 


AN INFORMATION SERVICE FOR BUSINESSMEN has 


been established by Commerce Secretary Luther 
Hodges. The new office—in the lobby of the 
Commerce Building—will steer visiting busi- 
nessmen to the proper official in the correct 
government agency, even make appointments 
for them. The idea is to eliminate the serious 
complaint that executives often spend most of 
their time seeking the right contact. * 








You Can Always, Sell, Sell, Sell 































| 


... Urges Bill Leck, 


Distributor. Here’s 


As president of Speed Queen At- 
lantic Co. Inc., Bill Leck has been 
proving for over 25 years that the 
basic, old-fashioned methods are the 
only routes to successful appliance 
selling—even in the most sophisti- 
cated market in the world. Leck is 
the metropolitan New York distribu- 
tor for such lines as Speed Queen, 
Gibson, Hobart, Ironrite, Suburban 
gas ranges and Major Industries. He 
is a leading distributor in the coun- 
try for every line he handles. Here 
is his business philosophy and some 
of his seemingly simple practices 
that do nothing but make money for 
him and his dealers: 


Pricing. “I have one price for every- 
thing I sell. It doesn’t matter if a 
dealer buys one or a thousand pieces, 
the price is the same. That’s the way 
the manufacturer sells to me and 
that’s the way I sell to the dealer,” 
Leck said. He does not sell discount- 
ers, but some of his lines are carried 
by Macy’s. The price to Macy’s is 
the same as it is for a single piece 
to any one of his dealers. 


Quantity purchasing. “Perhaps the 
biggest problem in the appliance 
business today, from the dealer’s 
standpoint, results from quantity 
buying and buying merchandise he 
can’t sell. What is the point of a 
distributor selling or a dealer buy- 


ing 60-to-80 refrigerators when the 
dealer sells an average of six or 
eight a month? Whatever savings 
he made in the purchase are soon 
eaten up in warehousing, product 
damage etc. He soon finds that he 
has to unload at a price that means 
a net loss,”” Leck argues. 


“Turnover is essential to retailing. 
Our dealers stock a representative 
number of models on their floors. We 
(Leck’s) deliver 90% of our dealers’ 
sales to the customer. We have 12 
trucks on the road at all times. In 
most of our areas, a customer can 
get delivery within 24 hours of the 
time she places an order,” Leck said. 
Merchandise is stored in warehouses 
in Brooklyn and in Northern New 
Jersey. Leck gets deliveries from 
his manufacturers every week. This 
system enables him to enjoy a 14- 
times-a-year turnover. 


Dealer protection. Dealers sign a 
franchise that provides them with 
a protected territory. Leck said, ‘One 
of sales representatives is up in 
Bridgeport right now straightening 
out a situation where one good deal- 
er opened a branch near another of 
our established dealers. The first one 
cannot have our merchandise in his 
second store. If we hear that he 
ships from the parent store, he will 
lose that too.” 
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Bill Leck shows that, to sell Kitchen Aid dishwashers, dealers should know function of each part. 


oe 
cookie 


Learn 


Successful N.Y. 
How It Pays Off 


lf You Learn, Learn, 


Speed Queen's vice-president, Reg P. James adds another award to Bill Leck’s collection. 


Dealer training. “Dealers have never 
been so vitally interested in learn- 
ing about products. We have meet- 
ings once a week. We serve a good 
meal then we take a product com- 
pletely apart, piece-by-piece. The 
pieces are passed around the au- 
dience, then collected and put back 
together and the unit started again. 
When we're through, those dealers 
know what that product is made of 
and why it is the best on the mar- 
ket.” These meetings are a combi- 
nation of service and sales. Leck 
does run meetings that are just for 
sales or for service. He had just com- 
pleted a five-day school for 300 serv- 
ice men. 


Sales training. Leck insists that to 
sell a product, a salesman must know 
everything there is to know about its 
construction and operation. His own 
14-man sales force attends manu- 
facturers’ service schools. Every one 
of his salesmen must memorize the 
installation instructions and sales lit- 
terature of every product he sells. 
Leck sail, “‘Many times our men have 
been in a store when a customer has 
called with a service problem. He 
can often determine that it a minor 
thing and straighten it out over the 
phone, thereby saving a service call.” 


Sales meetings. Leck runs a series 
of “open houses.” During the year, 
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all his dealers and prospective deal- 
ers are invited to a showing of every 
model of every product that Speed 
Queen Atlantic sells. The entire dis- 
play of merchandise is moved to a 
showroom convenient to the dealers, 
and the informal prevram runs from 
10 a.m. to 1:30 the tollowing morn- 
ing. Leck says, ““Many dealers can’t 
get to our main showroom and many 
can’t leave the store until well after 
nine o’clock at night, so we move 
to them and wait for them. The pur- 
pose of the open house is mainly to 
review all the merchandise so that 
the dealers know~the features. We 
are not primarily.interested in sell- 
ing there.” Leck’ smilingly disclosed 
that at the most recent showing, 
“We did get orders for nearly 500 
pieces.” 


Advertising. When asked how he han- 
dled cooperative advertising with his 
dealers, Leck’s eye-opening reply 
was, “We don’t have any.” He said, 
“T provide my dealers with three 
things: spec sheets, envelope stuffers 
and a couple of decals for his doors. 
That’s it. For two years, I ran an 
ad, at national rates, in the largest 
newspapers in New York City every 
single day. Occasionally, they were 
dealer-listing ads, but their purpose 
was to get our brand names estab- 
lished in the market.” J.eck’s adver 
tising budget is about $300,000. His 


Speed Queen Atlantic’s first team: Mrs. Leck, Wm. J. Leck and Wm. H. Leck. 


latest program is to use larger ads, 
once a week to sell product features. 


Dealer expansion. “There are prob- 
ably a dozen dealers, I could name 
whom I have persuaded to close up 
branch stores and go back to selling 
in one. They’re all making more 
money. The best salesman in an ap 
pliance store is usually the owner. 
When he branches out, he spends 
so much time running from store to 
store, he never gets to sell, and his 
business suffers.” 

W. C. Conley, president of Gib 
son Refrigeration Sales Corp., says 
of Bill. Leck, “He’s a sage in the 
business. He thinks big and he acts 
big. He’s the eager type. We need 


more of this type in the business.” 

Here is what one of Leck’s deal- 
ers said about him: James E. Hardee 
has been a Leck dealer since Leck 
walked into his store 25 years ago, 
and he said, “If you want to find 
out what kind of a person Leck is 
and what kind of a force he is in 
the New York market, call the presi- 
dent of one of the largest discount 
houses in the city. The discounter 
wanted to carry one of the lines 
Leck sold. Bill went to him and ex- 
plained why he could not jeopardize 
his business and that of his dealers. 
That discounter could make an ar- 
rangement with a transhipper but 
because of the respect he had for 
Bill Leck, he wouldn’t consider it.” 















YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


NEW RCA WHIRLPOOL 
2-SPEED WASHER AND 
2-CYCLE DRYER 
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— Get the full story on these 


two “hot'’ models from your 
RCA WHIRLPOOL distributor. 


Model LJA-33 washer <<>> 
yeitly-arayng  eahinlsool 


Model LJD-22 electric dryer CORPORATION 


Models LJD-27, LJD-28 gas dryers ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 


Join up! . . . it's easier to sell RCA WHIRLPOOL than to sell against it! 






Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


rks Og§ and RCA outhorized by tr 








e of trodemo: odemork owner Radio Corporation of America 
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The Nine-Month Story 
Of Japanese Exports 


The first chart shows U.S. figures on Japanese con- 
sumer electronics imports for the first nine months of 
1961 compared to the same period in 1960. The second 
gives Japanese export figures. 


1. U.S. IMPORTS FROM JAPAN—FIRST NINE MONTHS 1961 VS. 1960* 


DOLLARS 
1961 1960 % Change 





UNITS 
1961 1960 % Change 
Portable 171,146 241,821 —29.2% 
radios 
(except 


transistors) 


$860,722 $1,472,781 -—41.6% 





Transistor 6,238,584 3,747,973 +66.5% 


radios 


$40,769,626 $35,085,737 +16.2% 





Other 862,169 493,622 +74.7% 


(principally 
tube 
radios) 


$5,498,129 $2,945,250 +86.7% 





Radio 7,272,169 4,483,416 462.2% 


Totals 


$47,128,477 $39,503,768 +19.3% 





Radio-phono 42,758 15,206 +181.2% 


*Source: U.S. Customs 





$1,758,648 $523,780 +235.8% 





2. JAPANESE EXPORTS TO U.S.—FIRST NINE MONTHS 1961 VS. 1960* 























Units % Change Dollars % Change 
Tube radios 1,474,937 +175.4% $9,561,735 +145.5% 
Transistor 2,879,009 —2.3% $31,913,424 —18.2% 
radios 
(3 or more 
transistors) 
Transistor 3,330,508 +88.5% $8,608,184 +70.9% 
radios 
(toys) 
Radio 7,684,454 +45.7% $50,173,343 +4.6% 
Totals 
Radio-Phono 50,493 +136.3% $1,730,980 +167.3% 
TV 12,308 +368.5% $953,460 +627.9% 
Grand Totals 7,747,255 +41.8% $52,857,783 +8.4% 


*Source: McGraw-Hill Tokyo Bureau 


Electronic imports from Japan con- 
tinued to rise during the first nine 
months of 1961. Japan sent us 41.8% 
more consumer electronics products 
during the period than were shipped 
in the same period in 1960. As was 
true at the six-month point, all con- 
sumer electronics (with the excep- 
tion of transistor radios with three 
or more transistors) were up over 
the same period in 1960. But most 
percentage increases were not as 
great as they were at the six-month 
point (EM WEEK, Aug. 21, p4). 


Toy transistor radios are up 70.9%. 
Transistor radios with three or more 
transistors are down about 18.2%, 
less than half as far down as they 
were at mid-year. Transistor radios 
are still the big part of the elec- 
tronics export picture—77% of the 
total dollar value—but a 10% drop 
from the six-month figures. Why? 
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Other products have had large dollar 
volume gains. They are: 

e TV—up 627.9% in dollar value. 
These are mostly chassis. 

e Radio-phonos—up 167% in dol- 
lar value over the same period in 
1960. 


Tube radio imports at the nine-month 
mark are almost double what they 
were at the six-month point. Rea- 
sons: Quotas on six-transistor radios 
are down, Japanese exporters are 
nearing the end (in December) of 
transistor radio export quotas, and 
Japanese manufacturers have been 
pushing tube radios. 


Statistical differences between the two 
charts are accounted for by products 
whose destination was changed dur- 
ing shipping, products on their way 
here but not yet counted at U.S. 
Customs and transshipped items. 
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REPORTS ON 


APPLIANCE-TV 


G-E’S 1962 ADVERTISING SLOGAN for its major appli- 


ance division will be, “nothing is ‘just as good’ 
as General Electric.”” The theme will appear in 
local and national ads, sales promotion mate- 
rial and point-of-sale display material. . 


NEW FROM EMERSON: A self-contained stereo conso- 


lette (model P1905) with the hot price of $138 
and a new color TV receiver (model H1812) 
with a $750 list. The color set, a lowboy, util- 
izes aluminized bonded-shield picture tube. & 


AMERICAN LAUNDRY WILL COMPETE with other coin- 


op manufacturers by forming a new distributor 
organization, Associated Marketing Corp., to 
market coin-operated Econ-O-Wash laundry and 
Econo-Crest drycleaning equipment. The parent 
company, located in Cincinnati, will continue to 
act as franchising agent and will administer 
advertising and promotion. It announced it will 
set up a plush new group of coin-op stores to be 
known as Imperial Econ-O-Wash. A sales quota 
of $30 million has been set for the first year of 
operation. * 


ROPER ADDS AN ELECTRIC LINE for 1962. The com- 


pany showed its sales force three new electric 
built-in ranges and three electric “Charm” wall 
units along with a completely new line of gas 
units. C. M. Hoover, vice president of market- 
ing, said 31 meetings are scheduled, beginning 
in December, to present the line to retailers from 
coast to coast. The company reported a 29% 
increase in sales through October and antici- 
pates the trend to continue during 1962. 8 


OIL-FIRED HOME APPLIANCES are now a possibility. 


Gulf has announced the development of a new 
burner that can operate appliances now fired 
by gas and can be installed in existing gas equip- 
ment. Gulf has no intention of manufacturing 
the burners. It has applied for patents and is 
offering its inventions royalty-free and on a non- 
exclusive basis to interested manufacturers. & 


A NEW WHIRLPOOL MIGRATORY PRODUCT POLICY al- 


lows free in-warranty service on appliances even 
though the customer moves out of the area in 
which she bought the appliance. When the owner 
moves to another town she presents her migra- 
tory product certificate to an authorized service 
source who is compensated by his distributor. = 


A MOTOROLA SPECIAL, 19-inch compact TV set with 


transistorized remote control for $229.95, will 
be promoted as Bing Crosby Special on the sing- 
er’s December 11 television show. Set comes with 
matching roll cart. Dealers will be supplied Bing 
Crosby Christmas window displays which fea- 
ture a self-liquidating premium Santa Doll. Doll 
is $2.95 toy, Motorola says, which dealer can 
offer to shoppers for $1. e 
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housewares 


FTC Vs. Giant Food: | 


| 


) 

The Federal Trade Commission 
continued its battle against the use 
of “deceptive” manufacturer’s sug- 
gested list prices with a stunning 
blow at Giant Food, Inc., which has 
been ordered to stop using manufac- 
turer’s list prices in its advertising. 
The decision said the 57-store food 
chain had made “false pricing and 
savings claims” in its newspaper ad- 
vertising of several national brand 
electric housewares. One of the man- 
ufacturers, Regina Corp., is itself 
awaiting an FTC decision on charges 
that its suggested retail prices are 
fictitious, misleading and unfair to 
competition. 

Last year, Giant advertised a Gen- 
eral Electric F61 spray and dry iron 
at $12.97 and listed the manufac- 
turer’s suggested price as $21.95. 
The Washington-area chain did the 
same with a Regina floor polisher 
(sale price $35.47; list price $66) 
and a Sunbeam Mixmaster (sale 
price $24.88; list price $37.95), ac- 
cording to the FTC. The hearing ex- 
aminer ruled the ads falsely repre- 
sented that (1) the “regular,” 
“former,” or the usual amounts were 
the regular prices charged by Giant 
in the area, (2) the sums designated 
as “manufacturer’s suggested list’ 
and ‘‘manufacturer’s list’? were the 
recent customary prices of other re- 
tailers in the area and (3) Giant’s 
customers would save the difference 


SUPERMARKET LOOK 
AT MACY’S NEW YORK 
HOUSEWARES CENTER 


EM WEEK 
REPORTS ON 


Supermarket-styled housewares center 
of Macy’s New York is the first step 
toward self-service in the housewares 
department. Complete with turnstile and 
checkout counter, the Housewares Gift 
Speedmart was set up “primarily for 


Christmas selling and there are no plans 
to expand it to other stores or other 
home furnishings categories,’’ an official 
said. The store has had a permanent 
self-service hardware, paint and garden 
section for some time. 


between the sale price and the higher 
comparative price by purchasing the 
advertised articles from Giant in 
preference to other retailers in its 
trade area. 

“This merchandise was not sold 





| HOUSEWARES 


CANADA GETS THREE NEW LEWYT APPLIANCES which 


NEW CONCEPT IN HOUSEWARES is a power source 


that operates small appliances magnetically. It 
should be ready for marketing in April. Stanley 
Z. Bronner, president of the newly formed 
Murray Magnetics Corp., 230 Fifth Avenue, 
New York City, told EM WEEK: ‘‘We have learned 
to transmit torque magnetically. The basic 
power source will not be mechanically connected 
to the appliance; it will all be done magnetically.” 

The pot cleaner, one of the appliances, for ex- 
ample, operates this way: The pot is placed on 
the flat-surfaced power unit, the cleaner is then 
inserted in the pot and draws its power from 
the power unit beneath the pot. The first pack- 
age will include the power unit and five acces- 
sories: A blender, a heavy-batter mixer, a pot 
cleaner, a light-fluid mixed and a juicer. It is 
now being market-tested in New York State. 
The package will retail “near $100,” Bronner 
said. 

Noting that his company will be “very 
stringent on retail pricing,” he said the items 
would be fair-traded and introduced selectively, 
market by market 


have almost the same outward appearance as 
similar products sold by Shetland, Lewyt’s par- 
ent company. The new appliances are a sweeper- 
vac (model 803, list price $39.95), a floor-smith 
floor polisher (model 523, list $69.95) and an 
economy floor polisher (model 524, list $39.95). 
When asked if the products would be sold in the 
U. S., Lewyt’s marketing vice-president, A. S. 
Bross, declined to say. “We are watching Ca- 
nadian reaction,” he said. “It’s too early to make 
a decision.” * 


KAMKAP, INC. FILED A CHAPTER XI PLEA in New York 


last week, listing liabilities as of last Aug. 31 at 
$2,475,340 and assets at $2,138,650. Lack of 
working capital and too rapid expansion ac- 
counted for the financial difficulties of the com- 
pany, according to Ralph Olswang, Kamkap vice 
president. . 


SMALL TOWN MARKETS ARE GOOD ONES, according to 


a nationwide survey recently completed by the 
Grit Publishing Co-, Williamsport, Pa. Of the 
21,258 families surveyed, 99% own electric 
irons, 83.3% own electric mixers, 78.8% own 
toasters and 84.9% own sewing machines. # 
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Another Round In The List Price Bout 


at the ‘regular’ or manufacturer’s 
list prices used in Giant’s advertise- 
ments in the recent regular course 
of business in the trade area involved 
either by Giant or its competitors,” 
the hearing examiner said. 

“It is abundantly clear that the 
public was deceived by Giant’s ad- 
vertisements into believing that the 
prices at which articles were sold 
by Giant represented a savings from 
the manufacturer’s list price which 
was published in close proximity to 
the sales price,” the FTC examiner 
said. 

The examiner ruled that for a plea 
of abandonment to be allowed, “there 
must be evidence in the record which 
would support a finding that the 
respondent would not resume such 
practices at a later date.” He also 
rejected Giant’s arguments that the 
use of manufacturers’ list prices 
were for identification purposes only 
and were not misleading. The follow- 
ing disclaimer to that effect appeared 
at the bottom of some ads in fine 
print: 

“The manufacturers’ list prices re- 
ferred to in this advertisement are 
inserted to assist you in identifica- 
tion of the products and to allow you 





to compare accurately the selling 
prices offered here and elsewhere. 
The use of the term ‘manufacturer’s 
list’ or similar terminlogy in our ad- 
vertising is not to imply that Giant 
has ever sold the advertised products 
at such list prices or that the prod- 
ucts are being offered for sale gen- 
erally in the area at such list price. 
Many reputable national brands man- 
ufacturers issue to retailers, from 
time to time, suggested retail list 
prices that are intended to afford 
reasonable profits to all retailers 
based upon their traditional cost 
of marketing. Giant’s employment of 
self-service, supermarket techniques 
enables it usually to sell below sug- 
gested list prices. Consumers, how- 
ever, have come to recognize most 
brand merchandise by the list prices 
rather than by model numbers. Con- 
sequently, Giant includes these list 
prices so that you may make simple, 
intelligent comparisons between our 
selling prices and those of others.” 
The examiner ruled that the evi- 
dence failed to prove many of the 
statements made by Giant in the 
disclaimer. Witnesses testified and 
the examiner found that very few, if 
any, of the persons who would read 


Giant’s ads would take the trouble 
to, or had, read the fine print dis- 
claimer. Moreover, the hearing ex- 
aminer could find no proof in the 
record that manufacturer’s list price 
furnished a means of, and was used 
by consumers as identification of the 
articles offered for sale. And the 
examiner found that the merchandise 
in question was not usually and cus- 
tomarily sold at manufacturer’s list 
in the area but was in fact sold for 
less than list prices. 
é 


“It’s an incredible decision. We'll cer- 
tainly appeal it,” asserted a legal 
spokesman for the Giant chain. ‘“‘The 
FTC has no real evidence on which 
to base such a decision,” he said. 
“The whole case represents unwar- 
ranted interference on the part of 
the FTC.” 

The spokesman said the merchan- 
dise featured in the questionable ads 
was bought at manufacturer’s list 
prices from stores in the Washing- 
ton area at the time the complaint 
was issued. 

And he went on to explain that 
all the merchandise featured by 
Giant in the questionable advertis- 
ing was being advertised in national 





magazines at the same list prices 

Giant was using in its ads. 
“Besides,” he continued, ‘‘the use 

of comparative pricing in ads is 


common practice throughout the 
country. Take New York City for 
example,” he stressed, “Almost any 
paper you pick up on any day is 
just full of the same kind of ads.” 


A Giant spokesman told EM WEEK the 
food chain was definitely going to 
appeal the case. “According to the 
FTC,” he said, “the disclaimer we 
used means nothing. We've been 
stepping lightly for the past few 
months while waiting for the deci- 
sion. We have been using compa- 
rable-value type advertising but this 
is no good. After all,” he continued, 
“what can you compare the mer- 
chandise to?” He said using the 
comparable-value idea in its adver- 
tising copy has taught Giant that 
it’s more difficult than using manu- 
facturers’ suggested list prices. 

An official of Regina, commenting 
on evidence in the Giant Food de- 
cision, said: ‘‘We don’t have a $66 
list price any more. The last time 
we had a price like that was in 1958 
OF OT. 
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SNOW PLOW SALES PILE UP 
IN FAKE SNOW DEMO BY D&H 








D&H Distributing Co. and Millers Auto Supplies used 
man-made snow, at 40 cents a bushel, to kick off a 
snow thrower sale at three Harrisburg, Pa., shopping 
centers. Charles Stauffer of D&H is shown clearing a 
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™ MILLERS AUTO SUPPLIES 
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path through the artificial snow, while two boys make 
other use of the white stuff. According to Stauffer, 
“Sales started off strong and remained steady,” 
though the area has yet to see its first real snow flake. 
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YOUR personal BUSINESS 


Want to take a break from the hot cigarette habit? How about an occa- 
sional cigar? Cigars can be enjoyable. Many doctors say they are bet- 
ter for your health, since you don't inhale them. But cigar smoking 
involves more than the switch to a cheaper, more mellow and whole- 
some smoke. You don't want to go from dragging on a cigarette to chomp- 
ing on astubby stogie and filling your living room with its acrid smoke. 
Before you can relax in the aromatic blue haze of a good cigar, you 
must know what to look for at the average tobacco counter. 

e Look first for flavor and aroma. Both are provided mainly by the 











Pennsylvania, Puerto Rican and Cuban, the Cuban being thought of as 
the finest. If the filler consists of long leaves running the length 
of the cigar, it is known as "long-filled," the advantage being that 
it burns slowly and evenly. A short-filled cigar costs less but gives 
a less satisfactory smoke, too. The popular-priced cigar is usually 
a long-filled blend of domestic or Cuban tobaccos wrapped in a light 
Connecticut leaf. If you're looking for the finest, pick up the clear 
Havanas, made wholly of Cuban tobacco but manufactured in the U. S.; 
or the imported Havanas, made in the Vuelta Abajo section of Cuba. 

e As for size and shape, there is a wide variety, from the torpedo- 
like Corona to the small, slender Cigarillo. Perhaps one of the most 
popular is the Perfecto, which is smaller than a Corona but not as 
thin as the gracefully proportioned Panatella. The Corona, thick and 
long, produces a heavy volume of smoke and is appropriate after a 
big dinner or a leisurely lunch. Perfectos and Panatellas are more 
for general daytime use, while the Cigarillo is a quick 20-minute 
smoke to be enjoyed at various intervals during a busy day. 

Once you've selected a cigar with the style, shape and blend to 
suit your taste, be prepared to enjoy it. Here are several things 
to keep in mind when smoking a cigar: 

e@ Don't continually flick the ash off—a half inch or so of ash makes 
for cooler smoking. 

e@ Don't inhale or drag on a cigar—you'd be better off sticking with 
cigarettes. To enjoy the aroma, puff it slowly and breath in its fra- 
grance. 

e Don't chew on a cigar. "“Chomping" detracts from the taste. And 
don't let your cigars dry out. Keep them in air-tight can or humidor. 


A A A 


Now hear this—if your car radio reception is unsatisfactory. You 
may not be aware of it, but your car radio has a "do it yourself" ad- 
justment that can be used to improve its reception. The device is 
an antenna compensator located on the back of the set. And here is 
how you can use it to get the best reception: First, raise the antenna 
to the height you intend to keep it. Next, turn the volume control of 
the set to almost maximum and move the tuning dial to about 1600 cy- 
cles for a weak signal. Then simply turn the antenna compensator 
back and forth until the signal becomes loudest. 


AAA 


A rare variety of cheese makes a good hostess present, especially 
during the Thanksgiving and Christmas seasons. The only problem that 
might arise is what kind to buy, since good cheese specialty stores 
carry about 367 varieties. The best sellers are the hard cheeses, 
either domestic or imported, with Cheddar and Swiss the most popular 
of this variety. The soft varieties, such as Limburger or Dorset, are 
also highly regarded and make excellent spreads and after-dinner 
cheeses. You may want to present a seasoning cheese, such as Par- 
mesan; or, one of the blue-mold variety—Gorgonzola, Roquefort or 
Stilton. 

e Gourmets buy nothing but natural cheese, which is made from whole- 
milk with nothing removed or added except the microorganisms that 
give special flavor. Pasteurized cheese is something else. The proc- 
ess removes most of the bacteria essential for natural ripening. Proc- 
essed cheeSe is natural cheese blended with skimmed milk, water, spices. 
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IT ALL STARTED WHEN 


An Ohio Merchant 





For centuries, local merchants used a well-worn 
cash box to store the day’s receipts. Even as 
merchandising methods improved, the old cash 
box remained. In fact, there are still retail stores 
today that sell the most advanced line in their 
field, yet rely on a century-old wooden cash draw- 
er when it comes to make change. 


The first mechanized break from tradition occurred 
in 1879 when a Dayton, Ohio, cafe owner, James 
Ritty, developed a “‘thief-catching”’ machine. Rit- 
ty got the idea for his invention from watching 
a device used to count the revolutions of. a ship’s 
propeller. 

His device, which actually looked more like a 
big wall clock than cash register, was so unpopu- 
lar that ownership of the patent changed hands 
three times in its first five years. 

The device was generally regarded as a “‘white 
elephant” until it was purchased in 1884 by John 
H. Patterson (who was to become a founder of 
the National Cash Register Co.). Patterson 
bought the patent, together with some miscella- 
neous machinery, for $6,500 from a man named 
Phillips. When his friends ridiculed his pur- 
chase, even Patterson was assailed by doubts. 

He offered to let Phillips keep $2,000 if he’d 
call off the whole deal. Phillips refused, telling 
Patterson, “I wouldn’t take that business back 
as a gift.” 

After Patterson went into production, his cash 
register salesmen were frequently tongue-lashed 
and even attacked by store clerks. They regarded 
the invention as a menace to the extracurricular 
income they obtained by dipping their hands into 
the till. To meet this problem, salesmen were 
supplied with a miniature machine that could be 
slipped under the coat when they entered a store 
to try a sales talk on the proprietor. 

Although Ritty’s cash register was a big step 
in the direction of mechanized retailing, the be- 
ginning probably occurred with the first mechani- 
cal calculator—the familiar abacus. In fact, the 
word “calculate” is derived from the markers or 
calculi on the wires of the abacus. 


Around 950 AD, Gerbert, later to become Pope 
Sylvester II, introduced the abacus to the Euro- 
pean community. Supposedly, he learned of it 
through the Arabs while in Spain. Sylvester had 
a thirst for science and mathematics and un- 
doubtedly was intrigued when he first saw the 
device for adding and subtracting. Unfortunately 
Sylvester’s interest in science gave him the false 
reputation of magician or wizard. 


In 1642 19-year-old mathematician Blaise Pascal, 
built the first simple digital calculating machine 
for his father, a customs officer in Rouen. It was 
nearly 200 years later before Charles Babbage 
designed his famous calculating machine. With 
the advent of Babbage and the mechanical 
computer, the abacus became more or less for- 
gotten. 

In 1946 however, the American army staged a 
competition between a Japanese clerk, Kihoshi 
Masturaki and an American, Private Wood. Mas- 
turaki used his abacus while Wood used an ordi- 
nary desk calculator——the abacus beat the calcula- 
tor every time. 

Both instruments are still very much in use. 
In even the largest oriental retail stores, the 
abacus may be found “computing” your bill. 
In this country, the cash register is itself a 
computer telling the merchant just how much is 
due. 


ABOUT THE AUTHOR—The story behind the in- 
vention and development of any modern-day prod- 
uct is often full of unsung heroes, brillant flashes 
of human insight and downright foolishness. Ben 
Leerburger, an encyclopedia editor, reports these 
fascinating tales. 
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NOT DISCOUNTED 


South Bend 
Store Hits 
Line 


OUTH BEND. — One ele 
housewares department reports that 
it has been able to develop a 
profitable business by concentrat- 
ing on one line, Dominion. 








around for a main line which of- 
fered quality, but on which little 
discounting was done in this area. 

This way, he explained, the store 
is removed from much of the price 
competition on better known 
brands, and therefore is able to get 
a better markup. 

“OUR STORE has always con- 
sidered quality of first importance 
and this should not be ignored when 
looking for a less well-known line 
to carry to compete with major 
lines which are discounted,” the 
buyer said. 

“The customer,” he added, ‘still 
expects quality from us. Poor qual- 
ity would not be profitable anyway, 
and would merely multiply the 
problems the category has already.” 

The buyer noted that Dominion 
offers a one-year replacement 
guarantee, but that the store has 
had no returns. 

The store spokesman says he is 
able to fill in some gaps in the 
Dominion line by adding some 
Cee C25 and * Came 





products. 

He also said he is able to pick up 
more cooperative advertising money 
by concentrating on the one line. 

The store said it has found that 
special price ads usually get only a 
fair response. Better results, the 
buyer said, are obtained by con- 
sistent advertising of merchandise 
at regular prices. 

The buyer said most of the store's 
advertising is done in the “tradi- 
tionally good sales periods or good 
gift times, such as Mother's Day, 
bridal or Christmas.” 

In other periods, departmental 
display is relied upon for building 
sales. Displays also are stepped up 
in what the buyers terms “good 
periods.” 
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NOW-YOU 
CAN TAPE IT 
WITH YOU! . 


with the fabulous new 
PENTRON 











TAPE RECORDER 


e 2-Speed e Battery Operated 
e All Transistor @ Truly Portable 





Transitape needs no electric 
plug-in (works on ordinary 
mercury penlight cells). It’s 
easy to operate—just turn the 
dial to record (over an hour 
on a single reel of tape) or 
play back through the power- 
ful built-in speaker at a flick 
of a switch. For business or 
pleasure, you'll find 1001 prac- 
tical and enjoyable uses for 
Transitape. 





only 14 sind 


(less bat.) - 
with ‘‘mike,”’ tape, 
reels and case 


777 SOUTH TRIPP AVENUE 


CHICAGO 24. iLLINOIS 
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WE ARE MEMBERS OF 


beet 


ARDA 


NATIONAL APPLIANCE 
& RADIO-TV DEALERS 
ASSOCIATION 


sh Sa a TE ‘ ° 
an association of professional 
appliance —radio—television 
dealers pledged to provide you 
with the finest quality products 
and services consistent 
with fair prices 


This Is New NARDA Seal... . 


to be displayed by members of Natl. 
Appliance-Radio-TV Dealers Assn. 




















isti i Ipoo i Germans visiting “U.S.A. Lebensmittel Ausstellung” show saw how remote P “ i 
A caring souiees Gaad Fax controls will activate machines to scrub, mop, vacuum and wax floors, select Ling-Tempco Salesaid Will. . . 
meals to be cooked in seconds, serve them on rolling cart and carry dishes 
back to kitchen for automatic scraping, washing, drying and storing. 
Whirpool exhibit drew large crowds at recent fair. 


give retailers of this apartment-size 
dishwasher a helping hand in con- 
vincing prospects that the unit will 
fit comfortably in small kitchens. 
Copies of this life-size paper tem- 
plate duplicating the exact measure- 
ments of the dishwasher are avail- 
able to dealers who will give them 
free-of-charge to customers who ask, 
a: en i & * Be “How can I be sure this unit will fit?” 


* 








REFRIGERATOR 


APPLIANCE PARK 




















Christmas Gift From Norge... 

will go (free) to children of parents 

who purchase any Norge major ap- 

pliance during the upcoming holiday 

selling season. Present, shown above, 

ae <i Le yi > a ; is a 26-piece Lionel electric train set, 
Tiga Se i ie oe Sa: a <a which Norge says carries a $27.95 
Happy About Big Numbers... ... are J. F. McBride (left), marketing manager of G-E household re- retail value. Mother of playful child 

frigerator department and two distributors standing beside No. 5,000,000. is standing beside Norge washer. 
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“T don’t know who you are. 
I don’t know your company. 
I don’t know your company’s product. 
I don’t know what your company stands for. 
I don’t know your company’s customers. 
I don’t know your company’s record. 
I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 
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Motorola’s Bing Crosby package has everything working for you— 
























































THE BING CROSBY 
SPECIAL 


Motorola deluxe TV with 4-function Remote Control Tuning plus 
matching roll-about cart included free—to be featured on “The 
Bing Crosby Show” Dec. 11, 9 PM (EST), ABC-TV 


Model A19T24AW in Antique White 
Available with up to 4 UHF strips, optional extra 











SPECIAL TIE-IN PROMOTION PACKAGE BRINGS ’EM IN...HELPS YOU SELL! 


NEWSPAPER «4 RADIO 7 VRC DEREAY 
ADS iy fin SPOTS wit ; 
Eee | = Hard-sell commercial SS 
_ 


Traffic-buildimg Santa doll a real 
Powerful ads with come-and-get-’ém flavor vat reach out 


actic V's gre > 
Packed with strong sell on deluxe features action on TV's greatest 


lone f 
hot price, free cart value-ofrer 


stopper! Sell ft at cost or use it 


as a demonstration giveaway 
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deluxe product, hot price, free offer, TV promotion 


DELUXE 19” TV WITH ALL THE 
TOP-OF-THE-LINE FEATURES 





Tube Sentry System * Hand-wired Chassis, Power Transformer New “Double Clipper’ Circuitry * Optimizer Control ¢ Full 
* 19,000 volts of picture power * Premium-Rated tubes ° Year Guarantee* on all tubes and parts. 
* MANUFACTURER'S ONE YLAR GUARANTEE COVERS FREE EXCHANGE OF REPAIR OF ANY COMPONENT 
* + * * 7 * * * * * 


REMOTE CONTROL TUNING WITH 
4 SEPARATE FUNCTIONS-—not just 2 


Turns set on and off, changes channels, adjusts volume up specially designed into this Motorola special, is found only 
to 3 levels, mutes sound. Deluxe 4-function remote control, on higher-priced competitive sets at the top of the line. 


* * * * * * * * * * 


: SPECIALLY PRICED AT *229°% ... BEATS | 
ALL COMPETITION ACROSS THE BOARD 


You'd expect to sell this new Motorola (with all its deluxe To really appreciate this value, we challenge you to compare 
features) for $249.95 and up — and charge extra for the cart! it to any comparably priced remote control TV. 
e * * . . © * * * 


PLUS FREE #1999 ‘atte MATCHING ROLL-ABOUT CART 
TO GIVE AWAY FREE... NO COST TO YOU! 


This Motorola “extra” is the icing on the cake that makes this White, matches the set perfectly. Remember: it’s yours to 
special extra appealing. Motorola-designed cart, in Antique give away free — no cost to you! 


* * * * * * * * * * 


PROMOTED ON ABC-TV SPECTACULAR— 
“THE BING CROSBY SHOW”, DEC. 11, 9 PM esr 


Hard-selling TV commercial will promote this Motorola Spe- be sure to look it up in your showroom. (Check dealer tie-in 
cial to over 28 million viewers. Anybody who’s a prospect will promotion package at left.) 


* * * * * * * * * * 






It all adds up to the biggest, fastest profit-making package ever put together on remote control TV. Get it 
working for you now—sell deluxe TV with top-of-the-line features, 4-function remote control tuning (not 
just 2), free matching cart, a price competition can’t touch—all promoted on one of the season’s biggest TV 
shows. Call your distributor now for complete details. 


©OMOTOROLA 


Maaufactured in Canada by Seabreeze Manufacturing Ltd., Licensee 
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> Goes On The Floor 





“Let’s get this straight, Bledsoe—in the store you’re 
crazy about ELVIS PRESLEY, LAWRENCE WELK, 
FATS DOMINO, FRANKIE AVALON .. .” 





“He used to work at FRIENDLY FROST—if that 
means anything.” 



































“Could you give me quick run-down on that set, 
Mr. Marx?” It’s 110 volts, 60 cycles. What else?” 
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Ranges, New Dishwashers 


» No. J-790 Americana '62, top-line is custom de- 
; signed to look like a 30-in. built-in compact and 
provides 3 cooking functions at arm’s reach, with 
its wall-type upper oven, in addition to a tradi- 

tional type oven below and 4 surface units on a 

recessed cooktop between. A storage drawer is 

underneath the bottom oven. 
Automatic controls are located on 3 control 
panels, each located adjacent to its own cooking 
level. Top oven has automatic controls mounted 
at its side; each of the 4 surface units has its 
own push-button grouping; tower-oven has a con- 

trol panel across its top. 

Top oven has a window door insulated to re- 
duce heat loss, which swings freely over surface 
burners. A rotisserie is standard. Comes in dark 
coppertone, satin chrome, white and mix-or- 
match colors. Parts are removable for washing 
and cleaning; automatic oven and appliance- 
timers permit homemaker to set dials and forget; 
the latter times 1 or ‘2 appliance outlets; and 
there is.a 3-in-1 Sensi-Temp automatic unit for 
4-, 6-, or 8-in. coils that fit any pot or pan. 
Optional extra is an automatic grille. 

No. 7921 is a lower-priced Americana without 
Sensi-Temp and built-in rotisserie. 
No. J-750, another free-standing, 30-in. range, 
is styled to look like a built-in. Its straight lines 
on all sides permit it to be dropped in to fit flush 
against existing cabinets. The range has a black 
backsplasher with white cooking directions and 
gold-colored automatic controls. Cooktop has 4 
Calrod units with adjacent pushbutton selectors; 
a high-speed Sensi-Temp automatic unit for tem- 
perature-controlled fast cooking at right-front. 
The flood-lighted master oven is 23 in. wide with 
window ; oven accessories include a rotisserie that 
starts turning automatically when selector switch 
is set; porcelain enamelled broiler pan with 
chrome broiler rack and 2 sliding shelves. 
G-E’s built-in line of 3 Custom and 3 Deluxe wall 
ovens and Cooktop ’N Hood combinations includes 
top-of-line Custom JC-28, with 2 ovens each with 
tinted glass window; Dinner Dial controls; built- 
in rotisseries; electric meat thermometer. Dual 
space provided makes it possible to barbecue, 
roast and broil in top oven and bake below. No. 
JC-16 single oven is similar to JC-28; No. JC-14 
is a single oven with solid door; it has most 
custom features, but not the rotisserie. 
Deluxe models for builder for low, medium and 
higher-priced houses include top-of-line JD-24 
with 2 ovens; upper oven has window, lower one 
has solid door; each has a radiant heat broiler; 
2 shelves; eye-level automatic controls; cyling 
light to show when oven is operating. JD-14, is a 
single oven, window model; JD-12 single oven 
with solid door. 
Cook ’N Hood cooktop and ventilating hood com- 
binations feature pushbutton controls for the 4 
Calrod surface units mounted in hood at eye- 
level. In addition the top-of-line custom hoods 
feature lights that illuminate cooktops and power- 
ful exhaust fans with dampers. There are 2 mod- 
els: JH-94 hood and JP-84 surface, and JH-96 
hood and JP-86 surface units in addition to the 
Sensi-Temp. Tilt-lock units and removable drip 
pan and chrome rings are on both models. All 
come in dark coppertone, satin chrome, white or 
G-E’s mix-or-match colors. 
The 1962 G-E dishwasher line includes 3 built-ins 
and 3 Mobile Maids. Built-ins feature a swing- 
down door design; 3-way wash action; and great- 
er load. capacity. 
Torp-of-line SD402 has a front panel and escut- 
cheon on outside top; comes in mix-or-match 
colors, white, coppertone, brushed chrome or 5 

| different woods. 

The detergent cup, mounted inside door has 
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sections for 2 portions of detergent, 1 for pre- 
wash and 1 for regular wash; once filled, the cup 
is automatically tripped by the timer control. 
The rinse injector regulates water softness. An 
air vent located in door is equipped with a hinged 
cover which remains closed until approximately 
half through the dry cycle, it then opens auto- 
matically to allow a rapid exchange of air which 
aids dish drying. 

Three-way wash action in the 1962 line consists 
of a Power Shower, Power Tower and Power 
Wash Arm. Water is sprayed downward by the 
Power Shower set in top; simultaneously the 
Power Tower rises from below like a periscope 
and spins jetting water in a fan-shaped pattern 
of 2 slots into dishes in upper rack. It is fastened 
to the rotating Power Wash Arm at bottom which 
shoots water up through lower rack load. A pres- 
sure switch mounted in well of tub prevents 
double water fills if timer is advanced manually. 
Switch trips at about 35 pints of water. 

A Flushaway drain breaks up soft food scraps into 











G-E Americana range J-790 


‘new products 


GENERAL ELectric 1962 Line Features Americana 


fine particles and has a pump protector which 
sizes the particles to the system preventing clog- 
ging. 

No. SD402 holds 16 NEMA place settings; the 
interior is finished in blue plastisol with white 
racks. Both racks roll out on nylon rollers for 
easy loading. A large capacity silverware basket 
is set in front center of lower rack. It has 
pushbutton cycle selection for washing (1) pots 
and pans; (2) china-crystal; (3) daily loads. A 
5-min. pause precedes any action when china- 
crystal selector is pushed; the water per fill for 
all 3 settings is 20 pt. 

No. SD302 holds 15 NEMA place settings, is 
similar to SD402 without pushbutton cycle con- 
trol, automatic detergent cup or sparkling-rinse 
injector. It uses a cup mounted on door to dis- 
pense detergent. 

Mobile Maid 1962 top-of-line has 3-way wash ac- 
tion; 15 NEMA place settings; a lift-up rack con- 
cealed under top makes room for more dishes; 
the rack stands out of the way while loading. 
The silver basket is easily removable; has a 
new location in the middle where 3-way action 
is most efficient. Flushaway Drain is another fea- 
ture; sky blue lining, white racks; out-of-sight 
rubber casters. General Electric Co., Appliance 
Park, Louisville 1, Ky. 
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G-E Mobile-Maid dishwasher 









V-M ‘tape-o-matic” 


- MODEL Toe2aQO 















95 STED 


LIST 





Scuff-proof cover with 
mountings for line cord, 3-way 


12:09 
Microphone, two 5” Reels and 


basic operating instructions. 


Combines Efficiency, Compactness, Lightweight Portabi lity 
Precision Quality Performance with Universal Low-cost Appeal! 


Ask Your V-M Distributor For A Demonstration— 


Order NOW For Preferred Delivery 
From Early Production! 









V-M CORPORATION - BENTON HARBOR, MICHIGAN «KNOWN FOR THE 
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The Portable Tape Recorder 


That Makes Light Weight Just } 
ONE of 22 Quality Features! 









the 
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1 Weighs ONLY 21 Ibs. 


Fully loaded ready for use! 


2 Trim contour Styling, 
Gold plated Trim, Retract- 
able Metal Handle! 


3 Only 7% in. high, 13 
in. wide, 14in. deep, Scuff- 
proof case! 


4 separate Bass and 
Treble Control for cus- 
tomer tone preference! 


5 Exclusive V-M ‘Tone- 
O-Matic’*loudness control 
for tonal balance mainte- 
nance! 


tb Pause Button Feature, 
to secure proper recording 
level! 
















9 Exclusive V-M Reel 
Hold Down, spring loaded, 
holds reel in place! 


10 V-M Synchronizer 


_ Output, for adding narra- 
tion or sound to slide- 


shows. 


11 Newly designed 
amplifier delivers 10 Watts 
Peak Power! 


12 External Speaker 
Output, for use of external 
speaker to augment inter- 
nal speaker! 


1 3 New 5x 7"full-range 
speaker with extra heavy 
2.15 ounce magnet! 


14 Three Speeds—71/, 



































16 Detachable AC 
Power Receptacle, with 
handy lid storage for easy 
portability! 




















17 New Digital Count- 
er, large easy to read nu- 
merals, simple reset! 













18 v.m Designed three 
way Microphone, use on 
desk,hand or as a lavalier. 






19 Accessory Pack, in- 
cludes Microphone, demo 
tape and 5 in. reel! 





20 High-Impact Poly- 
propolene Case with pen- 
cil-proof Vinyl Speaker 
Grill! 





21 External Amplifier 
Jack, for additional vol- 


sae EP 334 and 1% ips. with auto- ume in-church, club and 
7 Monitor Switch, allows a, are frequency equaliza- business meetings! 
earphone monitoring with <> tion! 


speakers OFF! 


Fo Automatic Shut-Off, to 
reduce wear on motor and 
tape! 





| 5 Bas Dis Ree Baie 5 8 2 OO) 5 5 BO) S P. Unie 


oice 





15 New Cathoptic Re- 
cording Level Indicator, 
for easy and quick inter- 
pretation! 








22 Truly, easy-to-use 
Owner’s Manual, with 
complete instructions and 
special section for the 
technically minded. 


You Can ONLY Profit With The Manufacturer Who Dares To Say: “Reliability Is Our Responsibility”’ 


of Music’ 


7ERS, PHONOGRAPHS AND TAPE RECORDERS 

















The Creator of Slender Seventeener and Briefcase TV Does It Again! 


PHILCO 


Announces the World’s Finest 
High Performance Portable TV 






























PHILCO MODEL 3244 The 

BLACK BEAUTY (Black vinyl clad with 
polished chrome) the SADDLE MATE 
(Saddle Tan vinyl clad with Champagne Gold) 


verall diagonal measurement screen. 172 sq. in. viewable area 


‘Lown 
anal Cc ountry 








No“ from PHILCO comes a truly great advance in portable tele 
vision design! No other portable approaches it for beauty Hideaway Handle 
Telescopes into cabinet 


features, reliability. Here, in this sleekest new portable are ad dean uae denen 
x desire 


vanced High Performance Tubes, Circuits and Components never 


before offered in a portable! Here is the new Tapered Continental 





shape the Black Beauty, garbed in gleaming black trimmed 

with polished chrome: or the rich, warm Saddle Mate. sheathed tr et 

leather-like vinyl in Saddle Tan with Champagne Gold! Here also | (On 2_ 3) 

s portable Television’s greatest chassis—with Vivid Vision and >| selector and ——— s 
tuning controls ———— 





Black-Level circuitry—to bive the most brilliant, realistic, dimen ocated near the top 
The new Profile 


Visual Volume Controi 1 : 
apered Continenta 


sional picture ever packed into a portable. You must see it for 
— Indicator. Slide rule tuning 


Styl slim. trim 
yourself! You must palm its smooth, elegant patina, pat its, fashion Dipole Pivotenna: pivots for volume, instantly tells saraicear ie new 
F oe to tune strongest signal level of sound visually shape of qualit 
molded, finished back—float a finger down its Flare-Front picture telescopes into back of Soft-Glo Channel Window shape of quality 


Portable TV 





set for convenience rd Easy to see. Illuminated 


frame, snap its solid-sounding Top-End Tuners. Yes, you must 








pick it up, set it down, spin it ‘round, walk it, watch it! 


wor PH J LCQO 


FS Femous for Quality the World Over 
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HOTPOINT 1962 Air Conditioners, Dishwashers, 


Water Heater and Laundry Line 


Hotpoint has introduced 7 new air conditioners, 
a line of dishwashers and disposers, a 1962 water 
heater and 2 matching washers and dryers. 
The air conditioners range from 6,000Btu 115v 
plug-ins to 16,000Btu, 230v unit. 3 models com- 
r prise the “low case” series: ACL61 is a 6,000Btu 
115v 7144 amp conditioner; ACL82, an 8,000Btu 
115v 12 amp unit; and ACL93 a 9,000Btu 230v 
conditioner. 
Featured is an all aluminum grille that removes 
for cleaning the washable filter or adjusting the 
7 air pattern directors. All have thermostatic 
control and a 2-speed fan control with a low 
setting for night cooling requirements. No. ACL- 
93 has a special fresh air ventilation knob. 
Low Case models, ACL61 and ACL82 have a new 
Hotpoint Quick Mount expandable window frame 
for mounting in minutes. The expandable frame 
pulls apart and a special plastic seal tightens the 
frame to window all around. A new “Roll-A- 
Mount” cart is also available for easily moving 
from room-to-room. 
The High Case series has across-the-board fea- 
tures including washable filter, 2-speed fan con- 
trol; fresh air ventilation; 10-position thermo- 
static cool control and 3 air pattern directors. 
A reverse cycle air conditioner, ACHR103 is a 
10,000Btu, 230v unit for cooling or heating. It 
has many of the same features as the other air 
conditioners. 
Three installed dishwashers, 2 mobile and 2 portable 
top loading models comprise the 1962 dishwasher 
line. A new water flow control dial permitting 
water pressure adjustment from “full” to “fine,” 
a newly designed set of dishwasher racks allow- 
ing “‘random loading” of dishes, pots and pans, 
and a new dual filter that filters wash water every 
4 secs. are some of the advancements built into 
the 1962 line. 
Custom Crest deluxe, DA65C, is a 4-cycle dish- 
washer featuring a wash and dry cycle; wash 
only; pots and pans, and a rinse only cycle. The 
} upper wash arm of the dual spray washing system 
i has been redesigned for better spray action, and 
incorporates a new variflow water control dial. 
| This special dial permits adjusting the water 
| pressure action to match the type dishes being 
washed. Setting dial to “full” gives maximum 
wash action for all dishes; “‘fine’’ setting is for 
bone china, fine crystal and small lightweight 
H items. This model has new random loading dish- 
washer racks that permit loading dishes at ran- 
dom without following any special loading chart 
or diagram, and the racks have a 12 place setting. 
A new built-in filter that filters wash water every 
4 4 seconds is another feature. 
Deluxe DA45C features a uni-dial control; vari- 
d flow water pressure dial; random loading racks; 
built-in water filter system and dual spray wash 
system. The single dial control gives an all pur- 
pose wash cycle for everyday needs, however, the 
dial also allows user to vary wash cycle for spe- 
cial needs. 
Budget model DA35C features a new spray wash 
action “‘jet spray”; the rotating arm which re- 
leases water to every part of tub has an opening 
at the point of suspension which releases a 
spiraling column of water up through center of 
racks for better cleaning. It also has the uni-dial 
control. 
Two maple top mobile dishwashers which can later 
be built-in permanently are also offered: DB65C, 
fully deluxe with 4 cycles, dual spray wash action 
and vari-flow water pressure control; and DB35C 
budget priced model with same features as the 
built-in model DA35C. All have random loading; 
dual detergent dispenser; safety seal door latch; 
750w Calrod unit; interlock and overfiew safety 
switches and automatic water control to prevent 
waste of water. Special accessories at optional 
cost will include a maple top cutting board, right 
and left-hand side panels, front door panel and 
special accessory kits for customers who wish to 
match the dishwasher front with their cabinets. 
Two top loading portables, Deluxe pushbutton 
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model, DD55C and budget priced model DD35C 
feature 3 cycles on DD55C. The daily cycle is 
used for all types of tableware and utility items; 
the complete cycle takes 38 min.; pot and pan 
cycle and fine china cycle takes 22 min. each. 
After a cycle has been completed the dishwasher 
automaticlly resets itself. Deluxe DD55C also 
features a wetting agent, which is injected into 
the water the last 2 min. of final rinse. Injector 
holds enough wetting agent so that it only has 
to be filled 3 times a year in normal use. 
Budget priced portable features complete wash 
cycle for all pots and pans, dishes and silverware 
at turn of a single dial; after the complete cycle 
of wash, rinse the door pops open for quick air 
drying. Deluxe model is finished in pearl with 
Textolite top; budget priced model in white with 
Conolite top. 
Two food waste disposers for 1962 are included: 
a custom switch top model MB65C and a deluxe 
continuous feed, MA35C. Both have jam-free 
mechanism; swinging hammers throw waste 
against shredders and fold back in event of stop- 
page, then fly back into position when jam clears 
automatically. 
Hotpoint’s 1962 water heater that carries a 
10-yr. complete tank replacement guarantee frees 
the homemaker of hot water worries for a long 
time. The 1962 glassline models feature the 
10-yr. complete tank replacement and the silver- 
line and “stow-away” line each features a 5-yr. 
complete tank replacement guarantee. The line 
offers a complete line of tank and table top models 
plus all models available in the popular quick 
recovery series. 
Two new matching washers and dryers have been 
introduced as part of the 1962 home laundry line. 
(Barlier in June the medium and budget priced 
lines were introduced. ) 
Style leader of the fully programmed, “free span” 
series is Touch Command (LW295). It makes all 
necessary decisions for complete washing, rins- 
ing, agitation and spinning from delicate silks 
to grimiest work clothes at touch of a button. 
The master control panel has 14 pushbuttons for 
programs that perform all the work; above the 
master control are 4 lights that indicate the 
exact phase of cycle. Other features include an 
automatic dual dispenser which automatically 
adds right amount of liquid bleach or softener. 
An automatic rinse temperature control permits 
selection of warm or cold rinse water in any of 
the touch command cycles; and a wheel type dual 
detergent and dry-bleach dispenser fits over the 
agitator. When tub fills, water dissolves powder 
or distributes liquid detergent throughout wash 
water. The full time underwater lint filter is 
retained; other retained features include all- 
porcelain finish in all models; coaxial transmis- 
sion; flush-to-wall installation 1-piece wrap 
around construction top loading; operating in- 
structions permanently fused on lid and smooth 
wall spin tub. 
Touch Command 1200 (LW285) has a special 
triple cycle dial; 11 push-buttons provide pro- 
grams that automatically select correct wash 
action, rinsing, spinning, etc. for a clean wash. 
Triple cycle dial selects right setting for launder- 
ing clothes with different amounts of soil—light, 
regular or heavy. Dial has special setting in each 
cycle to compensate for low water pressure. 
Matching dryers Touch Command 1400 and Touch 
Command 1200 which are fully programmed, 
and each is set to dry clothes using the correct 
times and temperatures for longer wear. The 
speed-flow dryer features highspeed drying at 
low temperatures using low power consumption, 
an accessible lint screen in front, below inside 
of door; has only 6 mechanical parts and can 
be serviced from front. Other features include 
toe-touch door opener; interior light; safety start 
button; cycle indicator lights; 20 lb. damp-dry 
tub capacity. Both washers and dryers come in 
petal pink, yellow, turquoise, brown or white. 
Hotpoint, 5600 W. Taylor St., Chicago 44, IU. 
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Hotpoint 1962 water 












Hotpoint dishwasher with water pressure action 
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EM Week’s sparkling array of January issues 
will set a sizzling pace for 62. The largest 
editorial staff in the business has been travel- 
ing, digging, probing and planning to supply 
30,000 retailers and 6,000 distributors with 


just the kind of news and know-how information 






they need and look forward to every Monday. 
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...ALL WINNERS 


» EM Week’s famous annual Statistical and Marketing issue will be 
J A N U A RY 1 more used and perused than ever before. Thousands of reprints are 


bought every year and, for the first time, advertisements will be 





positioned in this high reader traffic Statistical section. 


Start a bright New Year in the only publication edited for, bought 
and read by the Appliance-Radio-TV-Housewares industries — ex- 
clusively. 


Closing Date: December 13 


EM WEEK covers the Winter Market and presents two very good 
JAN UARY Ne reasons for showing your line in this issue. 
1.. Dealers who attend will want to review and recall what they 
saw. Help them buy, by displaying your products in this issue. 
| 2. Dealers who don’t make the Market will take the next best 
| step. They’ll go through the pages of EM WEEK. 
| 


Closing Dates: | Space Reservations— December 20 
Material Due— December 22 





| | Another top Housewares Show. EM WEEK will be there with another 
| JAN U ARY 1 5 exclusive “Guide To The Show” —and all the ‘show-goers’ will have 
one. Copies will be distributed through hotels and at McCormick 
Place. Display your line in this one for sure. It will be dog-eared 
and thumb-marked by constant use. 

Closing Dates: | Space Reservations— December 29 


Material Due—January 4 


A complete wrap-up of the Housewares Show. Dealers and distribu- 


tors alike will pay special attention to this one. 


JANUARY 29 


L 










Not exactly top secret, but another fine example of reporting at its 


best with the latest important news, features and product informa- 


| JANUARY 29 


tion. 
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CASWELL SPEARE pustisHer 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert P. 
Green, Promotion Manager; Henry J. 
Carey, Director of Market Research; 
Peter Hughes, Production Manager; 
Marie Restaino, Production Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bidg., Detroit 26, Michi- 
gan, WO. 2-1793. 


HOUSTON: Joe Page, W-724 Pru- 
dential Bidg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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ADMIRAL Stereo Phonos 


Two new portable stereo phonos and 
a decorator approved provincial con- 
sole stereo:finished in antique white 
are announced for fall selling by 
Admiral. 

Choralier, Y4261, a portable contains 
a lightweight microphone that can 
be plugged into a special “sing-along” 
jack to enable user to sing along with 
the record played; sound from micro- 
phone comes from the right speaker 
cabinet, while recording is heard 
through left speaker. Detachable 
swing-out speakers can be placed up 
to 24 ft. apart from maximum sound 
separation; each cabinet contains a 
6-in. woofer and a 3%-in. tweeter. 





ingenious, Low-Cost Unit Con- 
nects Into Existing Heating or 
Air Conditioning Duct Systems 
.. . And Carries True-Fidelity 
Sound To Every Room In The 


e Utilizes homeowners Radio, 


Phonograph, Hi-Fi or TV Set. 


e Installed by any homeowner in 
less than an hour with can op- 


ener and screw driver. 


e Built-in unit converts every reg- 
ister outlet in the home into an 
individual speaker. 


¢ Dust, heat and moisture proof. 


Full Three Year Warranty! 


@ Includes transducer, template- 
gasket with instructions, self- 
tapping screws, switch and 50 


feet of wire .. 
nothing else to buy! 


WILL 








YOU 








BE THE 
ONE TO 





SELL 


IT TO 
THEM? 


THE ROGER MARK CORP. 
SUITE 1177, MERCHANDISE MART 


CHICAGO %, ILLINOIS 
Phone: 644-0600 





. complete... 


S1eele) 3-38 48) 
RETAIL 


‘49° 


THE ROGER MARK CORP. 
Suite 1177, Merchandise Mart + Chicago 54, Ill. Dept. EM-11271 
I'm interested! Send more information on “‘Musical-Aire”! 





Firm Name. 


Your Name 





Address 





Zone State. 





City. 
lama (_} Distributor 
if Dealer, State Regular Distributor 


(] Dealer (Please check one) 


















Dual amplifiers give to 17w output. 
Bandmaster, Y4279, portable for teen- 
age trade had detachable swing-out 
speakers that can be placed 15 ft. 
apart; has 4-speed automatic record 
changer with automatic 3-way shut- 
off after last record is played; each 
stereo channel has its own volume 
control for balancing output. 
Console stereo, Y4418, is similar to 
Y4419 except cabinet finish. It has an 
FM-AM tuner with provision for FM 
stereo amplifiers giving to 72w out- 
put; stereo audio system with 8 
matched speakers and reverberation 
plus diamond stylus and nylon record 
brush. Cabinet finish, antique white. 
Prices, Choralier, $139.95; Bandmas- 
ter, $69.95; console Y4418, $750. Ad- 
miral Corp., 3800 Cortland St., Chi- 
cago 47, Ill. 


ANDREA Adds TV Console 


The San Remo, a 23 in. TV set 
designed in all Italian Provincial 
cabinet has been introduced into the 
1962 line of receivers being made by 
Andrea, it was announced. 

The San Remo features a powerful, 
hand-wired, 26 tube performance 
chassis with a 23 in. 110 deg. bonded 
aluminized rectangular picture tube. 

Other features include a high ca- 
pacity, heavy-duty power transform- 
er, stereo input jack and switch on 
the rear of the chassis, bass and 
treble controls and 3. individually 
front-mounted hi fi speakers. 

The custom-styled cabinet features 
full sliding tambour doors and it is 
made of selected hardwoods in a 
choice of mahogany, antique white, 
light walnut, dark walnut and cus- 
tomized Venetian walnut, a wood 
with a luxurious grain. 

Price, $535 in all finishes. Andrea 
Radio Corp., 27-01 Bridge Plaza, No., 
Long Island City 1, N.Y. 














Waste King announces an easy-to-grip 
closure, or top, for its Imperial Hush 
and Super Hush food waste disposers. 
It is designed with a ridge that en- 
ables the homemaker to grasp it firm- 
ly even with wet hands. Waste King 
Corp., 3300 E. 50th St., Los Angeles, 
Calif. 
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NEW FROM ABROAD: McGraw-Hill’s World News Bureau Found These New 
Electronic Products In Germany, Sweden And Japan 





Germany’s Telefunken has a UHF set featuring a UHF 
channel indicator with a single line scale. The chan- 
nels will be used for Germany's second TV station, 
which began operation recently. VHF and UHF con- 
trols are in a single knob which cannot be turned 
when the set is off, fixing the last station selected. 


Japan’s Pioneer Electric Co. shows a high-impedence 
speaker which connects directly with the audio cir- 
cuit of a speaker voice coil, eliminating the need for 
an output transformer. The speakers will work with 
stereo phonos or transistor radios, will be made to 
order in any range. Speakers shown: $200 a pair. 


Sweden’s Fi-Cord International will be exporting this 
miniature tape recorder. It weighs 27 ounces, meas- 
ures 6.4 by 3.2 by 1.6 inches. It’s fully transistorized, 
has single button control and a tape counter. A total 
recording time of 30 minutes is possible with a stand- 
ard double track tape on a 2-inch reel. 

















About a year and a half ago, in 
the spring of 1960, I made a two- 
month survey of the appliance-radio- 
TV industries in Western Europe. I 
wanted to find out the present state 
of their production, the annual rate 
of sale, the present degree of owner- 
ship, and their prospects for the 
future. 


The results of that on-the-spot survey 
proved surprising: The industries 
were booming. 

I had known, of course, that a 
good part of the Western European 
production facilities had been 
knocked out in World War II, and 
that it wasn’t until about 1950, with 
the aid of the Marshall Plan, that 
production of consumer goods began 
to get under way again. 


The surprising thing was that, in 
most of the countries I visited, pro- 
duction in the ensuing ten-year 
period had increased about ten-fold. 
People’s incomes had gone up and 
they were beginning to buy refrig- 
erators, washers, and TV sets in 
constantly increasing volume. True, 
the saturation, or degree of owner- 
ship for those three most popular 
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U.S. Should Join 
‘Common Market’ 


By LAURENCE WRAY, Editor 


products still averaged only about 
20%, compared to U.S. averages of 
90% or more. But the rate of sale 
annually showed phenomenal _in- 
creases, despite heavy government 
excise taxes and rigid credit con- 
trols. What is more, despite the 
voracious appetite of the domestic 
markets, a healthy percentage of the 
total production in most of those 
countries was earmarked for export. 


The gains that had been made were 
not entirely due to the rebuilding of 
factories or the higher standards of 
living that the people were enjoying, 
but to a new explosive force in West 
European economies—the creation, 
some three years previous, of the 
European fconomic Community, 
usually referred to as the “Common 
Market.” This was an economic fed- 
eration of six nations (France, West 
Germany, Italy, Belgium, Holland, 
and Luxembourg) dedicated to low- 
ering tariff barriers between the 
member nations, and maintaining 
barriers to nations outside their 
group. At about the same time, still 
another economic federation of na- 
tions was formed called the Euro- 
pean Free Trading Area (EFTA) 


dedicated to the same ideals. This 
group consisted of seven nations— 
United Kingdom, Norway, Sweden, 
Denmark, Austria, Switzerland and 
Portugal. The first group, or Com- 
mon Market, had a population of 
169 million people, or roughly an 
equivalent to the population of the 
United States. The second group had 
a population of 90 million, bringing 
the total for the two groups to 
roughly 260 million. 


So important economically, as well as 
politically, has the Common Market 
become, that the United Kingdom, 
despite economic ties to the EFTA 
and to its own Commonwealth of 
nations, is now beseiging the Com- 
mon Market nations for member- 
ship. It’s lead is almost certain to 
be followed by some other members 
of the EFTA, which will result in 
the creation of a vast European 
market for goods and services sur- 
passing even that of the United 
States. Their rate of growth, as 
measured in Gross National Prod- 
uct is already twice that of the 
United States. A recent study by the 
Twentieth Century Fund estimates 
that by 1960 Western Europe’s popu- 
ation will rise to 320 million, and 
per capita income will mount to 
$1,067 lower than the U.S., but a 
significant increase for Europe as a 
whole. It is estimated, too, that the 
demand for automobiles, appliance- 
radic-TV, and other consumer dura- 
ble goods, will double in that period. 


All of this has already been reflected 
in recent news accounts of an im- 
pending major change in U.S. foreign 
trade policy—a change that may 
have far reaching implications for 





our own industry. It will be the first 
such major change since the Recip- 
rocal Tariff Act of 1934, due to ex- 
pire in June of next year, which 
liberalized tariffs on specific prod- 
ucts and with specific nations. The 
proposed changes in our world trade 
policy, however, would be far more 
sweeping and comprehensive. In 
effect, they would provide for broad, 
across-the-board reductions in tariffs 
through powers delegated to the 
President. These proposed revisions 
in our world trade policy, which are 
certain to run into the bitterest op- 
position of the protectionist bloc in 
Congress, are a direct result, of 
course, of the phenomenal success of 
the Common Market, and the Euro- 
pean Free Trading Area. 

In effect, like Great Britain, we 
have been forced to recognize the 
resurgence of an economically uni- 
fied European community whose im- 
port and export potentialities could 
reach staggering proportions. We 
are already exporting some $3) bil- 
lion worth of goods to the Common 
Market, whereas our imports from 
those countries are about $21 bil- 
lion. If we do not join them we stand 
to lose both our present markets 
and far greater future markets. 


The corollary, of course, is that in 
refusing to join this’ so-called 
“Atlantic Community of Nations” 
we will encourage and stimulate the 
flow of American capital abroad. 
Aready, hundreds of manufacturers 
in this country, unable to breech the 
tariff wall erected by the Common 
Market nations, have elected to build 
their own plants inside Europe’s wall 
in order to compete. Many famous 

Continued on p30 
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YOUR GREATEST ASSET IS OUR QUALITY PERFORMANCE! 


MODEL 90-20 


RCA WHIRLPOOL 
home cleaners 
this Christmas 


PRICE! 


You can take on any competition and win with the HV-50. Hot 
pricing . . . hot features! It even has a full 1 hp. motor for excep- 
tional cleanability. And, completing the low-end price structure is 
the HV-65, with full set of tools, 1-1/5 hp. motor and fine styling. 


PROFIT! 


Real profit can be yours with these RCA WHIRLPOOL high-end 
units. Sell the 90-10 model, complete with concealed tool storage 
and the easy-to-change dust bag. Step all the way up to the 90-20, 
top-end model with power head . . . the complete home cleaning 
system! High-end merchandise that’s kept top value and avoided 
“footballing” because it has so much more of everything to please 
exacting homemakers. 


MODEL HV-65 PERFORMANCE PROOF! 


Use the McCall’s use-tested tag to make sales come easy. Solid 
proof of performance your customers know and trust ...and yours 
exclusively with the top-of-the-line RCA WHIRLPOOL home cleaners. 
















MODEL 90-10 


Join up! .. . it’s easier to 
sell RCA WHIRLPOOL than to sell against it! Saas 


ea hinlncol CORPORATION 


“Corpice” 
ADMINISTRATIVE CENTER, BENTON HARBOR, MICHIGAN 





AI} 
“Uil{lllli 


MODEL HV-50 





Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers e Vacuum Cleaners. 


Use of trodemorks Mg ond RCA authorize d by trademork owner Radio Corporation of Americo 
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Nerve center of RCA’s home instru- 
ments division today is the chart room 
in Indianapolis headquarters. A new 
home, new planning techniques and 
fresh charts, just like the one illus- 
trated above which matches achieve- 
ments and goals, are the big reasons 


behind... 


“There was no joy in Cherry Hill, 
N. J., last week, and on many sub- 
urban Philadelphia patios, the mar- 
tini pitchers were extra deep. The 
much rumored uprooting of RCA 
TV, phono, radio, tape recorder man- 
agement echelons would begin im- 
mediately.”” (EM WEEK, August 15, 
1960, p3.) 


The move began just about a year 
ago. 

From Cherry Hill, N. J., came the 
executive staff of the RCA Sales 
Corp. and the home instruments di- 
vision. 

From Cambridge, Ohio, came the 
production facilities of all radios, 
phonographs, stereo instruments and 
tape recorders. 


The goal: Consolidation of all RCA 
Victor home instruments’ operations 
in Indianapolis, Ind. What lay be- 
hind the complicated three-and-a- 
half-month cross-country was a cor- 
porate effort to revitalize the profit 
picture and pick up sagging morale. 

Today, the house hunting over, 
RCA’s home instruments division 
gives every appearance of being com- 
fortably settled in Indianapolis. And 
the profit in the division for this 
year will be the highest since 1950, 
which was the best in home instru- 
ment division’s history. 

The authority for that statement: 
Delbert L. Mills, one of the chief 
architects of RCA’s resurgence and 
a man with enough titles to weigh 
down a paragraph (operating vice 
president, RCA Sales Corp. and di- 
vision vice president, RCA Victor 
home instruments division). 

Mills’ confidence doesn’t end with 
1961, a year which will finish 25% 
behind the division’s 1950 peak. 


‘“‘We’re going to beat 1950 next year,” 
Mills predicted flatly. “We’re going 


NOVEMBER 27, 1961 


Ya 


& 


Cm, 


rene, 


RCA’s man with a plan, D. L. Mills, left, checks figures with Jack D. Walter of home instruments division. 


The Big Turnaround at RCA 


to move it right off the block, both 
for profits and return on money.” 


In The Beginning ... 


What Mills did to engineer the turn- 
around sounds disarmingly simple. 
As Mills explains it, the company 
found out what its problems were, 
settled on objectives, planned to meet 
the objectives and then audited the 
plans. 

Behind that simple, almost aca- 
demic explanation of how to succeed 
in business, lay a plan to make TV 
less of a frantic, reaction business 
harassed with fewer crash programs. 


The first decision RCA made was to 
consolidate facilities. And so, start- 
ing in October, 1960, the Sales Corp. 
and home instrument division head- 
quarters pulled out of the East and 
headed west to central Indiana. 

Today, RCA’s roots are deep in 
Indiana. All TV receiver production 
is centered in Indianapolis and 
Bloomington, only 50 miles apart. 
TV and stereo cabinets are manufac- 
tured in Monticello, Ind. 

Electron tubes are manufactured 
in another Indianapolis plant. There’s 
also a plant for the production of 
magnetic recording tape. TV picture 
tubes are produced in Marion, Ind. 

And this big picture is mirrored 
in a smaller way at executive head- 
quarters in Indianapolis. 

“This office will tell you some- 
thing about us now,” explained Mills 
from behind the big desk in his own 
executive office. ‘“‘You’ll find every 
function here. The floor was planned 
to make that possible.” 


Teamwork From The Team 


As the second step in consolida- 
tion, Mills wanted product planning 


done with everyone’s finger in the 
pie. Obviously unafraid of too many 
cooks, Mills figured that with every- 
one’s needs met RCA would come up 
with the right product, in the right 
quantity, at the right price, at the 
right time. 

The man in charge of product 
planning today is B. S. Durant. 


‘‘We want to know everyone’s problems 
and desires—the quality control 
boys, marketing, purchasing,” he 
explained. “Everyone’s ideas are 
checked at the beginning and we try 
to come up with an answer, a com- 
mercial concept.” 

Does the plan work? According to 
Mills, product planning today pre- 
determines RCA’s gross margins 
two years from now. 


Putting The Slide Rule to Work 


As another part:of the new look, 
RCA has thrown out the old crystal 
ball. The new look: A computer. 

Starting last June, Mills began to 
develop economic forecasts. With the 
aid of two RCA economists, 35 math- 
ematical models, each with 100 ele- 
ments which would effect the econ- 
omy, were developed. Then Mills 
began eliminating, until he was left 
with two models. Both were cranked 
into a computer. 

“We went back three years to see 
if they checked,” explained Mills. 
“‘We knew how they should come out. 
They did.” 

This effort is backstopped once a 
quarter when economic consultants 
from Lionel D. Edie come to In- 
dianapolis to pin down latest trends. 


What the researchers uncovered earlier 
this year was a shift in the U.S. 
population. The 18-24 age group with 
an average income of $3,000 was in- 
creasing rapidly, while the big-spend- 


ing 25-35 age group was on the 
decline. 

“This told us to prepare to market 
something economical,” Mills said. 
“So we concentrated on portables.” 

Today’s TV market has more than 
justified RCA’s commitment. Port- 
ables are taking 55-58% of the mix, 
up 8% over last year. “It’s easy to 
see when you study economics,” Millis 
said. 

He doesn’t stop there. Mills claims 
the “‘best costs in the industry” on 
portables. ““‘We could take a 19-inch 
portable right now,” he said, “‘im- 
port it into Japan and show a good 
profit.” 

This type of planning, limited to 
this year’s portables will begin to 
show up in the middle and top end 
of RCA’s line next May. 


The Future: 1, 5, 10 


With the operations in fighting 
trim—meetings which once took six 
hours are now wrapped up in 60 
minutes—Miuills is tackling the future. 

Armed with charts, slide rules and 
economic forecasts, he and his staff 
already have completed a detailed 
month-by-month plan for 1962. 

A five-year forecast, quarter-by- 
quarter, is being completed and men 
are at work on the 10-year outlook. 
RCA’s forecasting is not rigid but 
the planning imposes leadership, 
Mills figures, and the by-products 
alone can be terrific. Prime example: 
“Sets of the ’70’s.” 

Surveying the RCA chart room 
where all the key decisions are made, 
Mills made the future sound any- 
thing but uncertain. 

“People are always comparing with 
last year,” he said. “I don’t care 
about last year. Make a plan. Meas- 
ure yourself against the plan. You 
don’t make money by measuring 
against last year.” 
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WESTINGHOUSE EXTRAS" 


























Laundromat® Automatic Washer and Matching Dryer. Unique Automatic Agitator Washer and Matching Dryer. Has 2 Wash 'N’ Dry Combination. First it washes with famous 
Tumble Action gives cleanest clothes. Dryer dries faster at speeds, 3 cycles. Offers a choice of wash and rinse tem- Tumble Action. Then it dries with new Direct Air Flow 
safe, low temperatures. peratures. Matching straight-front dryer. System. Has exclusive Weighing Door. 


“* EXTRAS IN FRANCHISE! 


Only Westinghouse Dealers are represented at the factory by a Dealer Council . . . 
active appliance dealers who consult on matters affecting dealers. 

Only Westinghouse Dealers have a valuable Guide to Better Appliance-TV Retailing. 
Only Westinghouse Dealers have a written partnership pledge that promotes 

more successful appliance selling. 
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MAKE THE DIFFERENCE 

















Continental Electric Range. America’s most 
exciting range. Has Magic Mirror Oven Door 
and exclusive Pantry Shelf. 











Terrace Top 30. New split-level platform 
makes pots and pans easier to reach. Plug 
Out Surface Units make cleaning easy. 


























Space Mates. Provide smart design in a limited space. Only Custom Imperial 30. Simplest to cook on. 
25” wide, they stack or install side-by-side. They wash and uston ren “Fine-tuning” controls provide 1001 cooking 
dry 18 Ibs. of clothes. summer, hez hae heats. Has Safety-Matic Surface Units. 


** EXTRAS IN PRODUCTS! 


It’s the most complete line in Major Appliance history. And it’s filled with extras that will make Westinghouse 
Dealers appliance headquarters for 1962. You'll find the extras in many exciting new features . . . smart 
design . . . and in quality guaranteed to last for years. And it all means bigger selling opportunities for 


Westinghouse Dealers. For complete details about the extras, Westi n h a U S ra 
see your Westinghouse Distributor. You can be sure... if it’s 9 
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/MARKET REPORTS 


WEST . . . PORTLAND, ORE.—Advent 
of two large discount operations and 
expansion of a smaller membership 
house has stirred appliance and TV 
advertising and promotion to un- 
precedented levels. 

“There have been more sales in 
the last two months than I’ve ever 
seen in a like period here,” observed 
Gus P. Kikes, appliance and TV sales 
manager for Electrical Distributing, 
Inc. Kikes wondered if appliance 
dealers, trying to get the jump on 
the membership houses, weren't 
spending a lot of promotion money 
with no comparable return. 

But dealers generally discounted 
the discounters, saying it. would be 
hard for anybody to sell much lower 
than the prices which are already 
the rule in Portland. Two department 
stores, including Meier & Frank Co., 
have served notice in ads and letters 
to customers that they won’t be 
knowingly undersold. 

Portland was late in getting the 
full brunt of membership discount 


operations, but Weimer Mann of 
White-Mann Co. has noted he’s get- 
ting back a lot of customers “sick 
of that kind of selling.” Reason: No 
service, no satisfactory trades. “They 
soon learn it all comes out about the 
same,” he said, “‘and they know we’re 
not trying to fool anybody.” 

Mann reported his store’s business 
up 10% to 15% over last year as the 
result of a “real good fall.” Stereo 
combinations and TV were stand- 
outs. A surprise was electric water 
heaters, which were going unusually 
well, apparently as replacement for 
old, worn-out equipment. 

Two of Portland’s largest appli- 
ance houses—Harold Kelley, Inc., 
and Smith’s Home Furnishings, Inc. 
—competed in the birthday cake 
market in mid-November. Kelley’s 
celebrated its 30th anniversary with 
a 54-hour sell-a-thon and Smith’s in- 
vited the public to share $1,500 in 
cash prizes to help observe its 15th 
anniversary. 

Both reported the promotions, 


given the full treatment in all adver- 
tising media, were boosting sales as 
well as traffic. 

Jim Jones of the small but ex- 
panding Sahli-Jones Co., which has 
moved to larger quarters three times 
since opening three years ago, re- 
ported business “terrific” with sales 
across the board up 30% over last 
year. 

With color TV beginning to catch 
fire, Jones was facing the problem 
of getting enough low-end models for 
an anticipated demand to come dur- 
ing the Christmas selling season. 


SOUTH RALEIGH, N. C.—The 
signs were pointing to a Merry 
Christmas for TV and appliance 
dealers in this area. 

After an October that apparently 
ran behind the same month last year 
for most of them, dealers were hap- 
pier about a brisker pace in Novem- 
ber. And as a result, they expected 
to record 1961 as a good year, or at 
least better than 1960. 

Apparently, weather more in line 
with the season was assuring it. 
Dealers reported that the expected 


seasonal increase in movement of 
TV and stereophonic sets was real- 
ized. And they looked for brisker 
activity in sales of ranges, washers 
and dryers once colder weather ar- 
rived. 

Robert J. Cannon, spokesman for 
the Appliance Center (G-E), de- 
scribed October as ‘“‘about the same 
as last year,” and added, “Right now, 
we’re running a little ahead of last 
year for November.” The year as a 
whole, Mr. Cannon said, ‘ought. to 
be a little better’ than last year. 

Myron U. Tuttle, a Frigidaire 
dealer, said October “was off but 
we’re making up for it this month. 
The year as a whole is going to be 
an outstanding year. Last year was 
one of the best and we’re going to 
do as good or better this year.” 

Stuart Jonson of the Goodrich 
store here, which handles Kelvinator 
and Motorola products, agreed that 
October was not as good as the same 
month last year but said, “November 
is better. Business is picking up on 
both appliances and TV and stereo. 
Compared to last year, we’re going 
to do better.” 





PEOPLE 


IN THEINEWS. 


Emerson Radio, Inc.—Leo W. Hahn 
has taken the post of sales director 
of Emerson and Quiet Kool division. 
He succeeds Arnold Henderson who 
has resigned. Joining Emerson in 
1945 as administrative assistant to 
the vice-president in charge of sales, 
Hahn advanced to premium sales 
manager, to regional sales manager 
and in 1958, to his most recent post 
as field sales manager. 


Norris-Thermador Corp.—H. J. “Jack” 
Meany has been appointed a vice 
president of the company while re- 
taining his position as general man- 
ager of the Thermador division. He 
held his first job with Thermador in 
1945 while attending college. In 1954, 
he became chief engineer of the 
Thermador division, and three years 
later, he was appointed vice-president 
and general manager of A. J. Linde- 
mann & Hoverson Co., a corporate 
subsidiary which has since been sold. 
Meany became vice president and 
general manager of the Thermador 
division in 1960. 


General Electric—Jack L. Hunter has 
moved up from district sales repre- 
sentative for the TV receiver de- 
partment (covering the northeastern 
states) to manager of distribution 
planning for the radio and TV divi- 
sion. Hunter joined G-E in 1953 as 
a trainee, and advanced through 
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several sales positions to his most 
recent post as sales analyst with the 
TV receiver department. 


Fasco Industries, Inc.—Peter L. Quat- 
trochi has been chosen vice president 
of sales for the consumer products 
division. He has held sales and en- 
gineering positions with manufactur- 
ers of electrical and chemical prod- 
ucts for 13 years. Most recently, he 
was general sales manager of Taco 
Heaters, Inc. 


Landers, Frary & Clark—Ralph F. 
Moore was named sales manager of 
the newly organized housewares divi- 
sion. He has been with the company 
in sales and marketing capacities for 
the past 16 years. 

Harold G. Durham, who has serv- 
ed the company for 14 years, has been 
appointed a regional manager. His 
headquarters will be in Atlanta, Ga. 


Litton Systems, Inc.—Ralph W. Wight 
has been promoted to vice-president 
of the Westrex recording equipment 
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division, while continuing as general 
manager of the division. His career 
with Westrex and the former parent 
firm, Western Electric, began in 1936 
with the Westrex recording facility. 
He became division manager in 1954. 


Lau Blower Co.—George H. Will has 
been appointed assistant sales man- 
ager of the Meier Division. He had 
served as Southeastern district sales 
manager headquartered in Atlanta. 
His new headquarters will be in In- 
dianapolis. Before joining Meier, 
Will was Southeastern representative 
for Wadsworth Electrical Mfg. Co. 
He was also associated with Walker 
Electrical Co. as sales manager of 
special products. 


Borg-Warner Corp.—Chester Ludka 
has advanced to eastern. field sales 
manager of the Norge Division. He 
will make his headquarters in Chica- 
go. He succeeds John S. Wolfe who 
has been promoted to field sales man- 
ager. Ludka will direct district sales 
managers covering 35 distributors. 


He joined Norge in 1959 as home ap- 
pliance district manager. 


Omega Electronics Corp.—Charles V. 
Dickman, sales manager for Conrac 
Inc. for the past two years, has joined 
the company as sales manager. He 
has also held sales positions with 
Zenith Radio and Fleetwood Tele- 
vision, 


Frigidaire—William E. Medcalf of the 
Cleveland Diesel Engine Division of 
General Motors has become assistant 
comptroller of Frigidaire, succeeding 
J. J. Ford who was transferred to 
GM’s Inland Manufacturing Division 
as comptroller. 


Oak Manufacturing Co.—R. W. Peirce 
has left ITT Kellogg where he was 
manager of product planning for the 
past year to join the company as 
manager of new products. Prior to 
that, he was with Canadian Curtiss- 
Wright, Ltd., as market analyst and, 
later, as general sales manager. 


Jerrold Electronics Corp.—Paul Garri- 
son has been appointed general man- 
ager of Technical Appliance Corp. 
(Taco), a wholly owned subsidiary 
that manufactures radio, microwave 
and TV antennas. He was formerly 
sales manager of special products 
for I.T.E. Circuit Breaker Co. 


Sylvania Electric Products—Edward 
M. Wesick was named western dis- 
trict sales manager, distributor sales, 
for the electronic tube division. His 
headquarters will be in Kansas City, 
Kan. 





‘Common Market’ 


CONTINUED FROM P25 

producers in our own industry— 
Frigidaire, Maytag, Hoover, Philco, 
Admiral, G-E, etc.—are turning out 
goods for the European market from 
their own European factories. In a 
three-year period the Common Mar- 
ket countries have reduced tariffs 
among themselves by about 30%; 
the process is continuing at a rate 
of about 10% reduction a year, so 
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that in a mere six or seven years 
from now tariff barriers in that 
area will have been abolished and 
free trade will have taken its place. 
At the same time, they have set 
themselves a goal of at least 50% 
rise in Gross National Product over 
the next 10 years. It is entirely con- 
ceivable that even before that time 
they will equal, or perhaps exceed, 
the U.S. in productive capacity. 


The answer would seem to be obvious 
—if you can’t lick ’em, join ’em. If 


the U.S. is to be faced with a prob- 
able loss of world markets for its 
goods, because of the intransigent 
attitude of a highly vocal coterie of 
protectionists who will scream to 
the high heavens about the “Ameri- 
can standard of living” and the loss 
of jobs such a freer trade policy 
would entail, it’s high time we put 
our whole economic future in its 
proper perspective. 

It should be obvious, too, that 
closer economic ties with the lead- 
ing nations of Western Europe can 






only lead to stronger political ties 
between them. 

In that connection, it is signifi- 
cant that Russia has been following 
the progress of the economic unifica- 
tion of Western Europe with con- 
siderable apprehension. 


Nations who trade freely with one 
another are inclined to have far 
stronger ties of mutual dependence 
than those held together through the 
tenuous bonds of military alliances 
alone. 
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TAKING STOCK 


A quick look at the way in which the 


stocks of 55 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 











Stocks and Dividends 1961 Close Close Net 
in Doliars High Low |Nov. 13}]Nov. 20} Change 

NEW YORK: EXCHANGE 
Admiral ' 17!/2 10% 16 16l/, + Vy 
American Motors 1.20 21%, 16!/2 19 17% — I 
Arvin Ind. 1 28!/e 20 27'/n 26!/ — '~, 
Borg Warner 2 46!/> 35 457s 45% — 
Carrier 1.60 49 32'/g 40!/ 40% — 
CBS 1.40B 42% 31, 383% 37% —| 
Chrysler 1A 57% 53, 52% 48!/, — 4%, 
Decca Records 1.20 - 47\/> 32 39/g 40!/, + 1% 
Emerson Electric 1 BXD BBl/, 50 84 84!/, + '~ 
Emerson Radio .37T 163% 11Vg 13% 12'/g — I, 
Fedders 1B 25\/g 17'/g 21% 21%, — 
General Dy. 1 45!/. 25 27", 279% + % 
General Elec. 2 793% 60!/2 76'/ 785g _+ 22 
General Motors 2 54 40% 53 53\/g sgn 
General Tel & El .76 32!/n 24 25 25%, + 
Hoffman Elec. 295g 1454 183% 18 — ¥% 
Hupp Corp. 25F. 11% 7% 8 7% — 
Magnavox 1 43 35\/g 425 43 + |, 
Maytag 2A 71 52%, 58 7I +13 
McGraw-Edison 1.40 415% 30% 36% 39% + 2% 
Minn. M&M. .60 8754 70g 734 73 ao 
Montgomery Ward 1 343%, 26% 31% 33'/, + I'/, 
Monarch .04 18!/ 13% 183, 17'/y — iY 
Motor Wheel 1 20'/2 113%, 14!/ 13% — kh 
Motorola 1 100 68!/ 85!/> 82'/, — 3% 
Murray Corp. 305% 26!/2 275% 28!/ + 
Norris-Thermador 3434 18 235%, 22%, — % 
Philco 25g 17%, 23% 23, + 
RCA 1B 654% 49!/, 5834 563% nn 
Raytheon 2.37T 44\/, 34%, 37% 38!/, + IV, 
Rheem 23'/2 131, 14!/, 134%, — % 
Ronson .60 25%, 12'/, 245/, 245%, ee 
Roper GD 25\/2 165 255%, 27 + 1%, 
Schick 14!/g 8\/, 9%, 9¥%, — % 
Siegler Corp. .40B 22% 27%, 26\/, — Il, 
Singer 119% 107% 1251/, 124%, <a 
Smith A. O. 1.60A 37% 26/4 274% 27 — % 
Sunbeam 1.40A 554 453% 51%, 52% + 1, 
Welbilt .10E 1%, 4\/, 45%, 45% aad 
Westinghouse 1.20 50 38 40!/, 3834 ae (Ye 
Whirlpool 1.40 343% 26% 31%, 33 + 1% 
Zenith 1.60A 206 97\/4 201'/, 203 + Il, 
AMERICAN EXCHANGE 
Century Electric 10%, 514 Bl, 9 + % 
lronrite .25T 8l/, 5\/ 65%, 65 ~— 
Lynch Corp. 87T 12% Bl, 10!/, 10 wins 
Muntz TV 7 4 41, 4h oe 
National Presto .60 31 12/4 16 16% + Wo 
Nat. Un. Elec. (Eureka) 4, 1% 2%, 2%, ai 
Pentron 8% 2% 5\/, 4% i 
Proctor-Silex /, 5'/, 7% "4 — 
Republic Trans. 9 4, 5, 5% in 
Thompson-Starret 4 13% 2% 2% ae 
Trav-ler Radio I'/ 4%, 65 65% et 
MIDWEST EXCHANGE 
Knapp-Monarch aa _— 55 552 aa 
Webcor — a 10%, 12 + 1% 














A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. 


F—Payable in stock during 


1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The market continued 
its upward move last week. The 55 
key issues on the EM WEEK chart 
registered a modest gain of \% pt. 
over the week-long trading. How- 
ever, the period was highlighted by 
some almost sensational advances. 
Maytag was up 13 points as it hit a 
high for the year of 71; Zenith also 
hit a new high of 206 as it regis- 
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tered gains for the week. While some 
irregularity can be expected shortly, 
the market is still bullish and ob- 
servers are not expected to become 
disturbed over any minor downward 
moves. Business news continues 
good. And the international picture, 
so gloomy just recently, seems to 
have taken a back seat as Wall 
Street looks to 1961 as a plus year. 





a quick cueck of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





Latest |Preceding| Year 
Month Month Ago 
113 127 108 
18.6 18.3 18.5 
320 326 318 
277 275 291 
24 30 28 
127.6 127.8 113.2 
156.3** 152.3** 149.8°* 
1834+) 1784]  19.0+ 
367.8 316.8 354.4 
25.8 25.8 24.6 
67,824 67,038 67,490 








HOW THEY 
COMPARE 


4.63% up 
(Aug. 1961 vs. 
Aug. 1960) 


00.54% up 
(Oct. 1961 vs. 
Oct. 1960) 
00.63% up 
(Sept. 1961 vs. 
Sept. 1960) 


4.81% down 
(Sept. 1961 vs. 
Sept. 1960) 


14.29% down 
(Sept. 1961 vs. 
Sept. 1960) 
12.72% up 
(Sept. 1961 vs. 
Sept. 1960) 


4.34% up 


3.68% down 
(2nd qtr. 1961 
vs. 2nd qtr. 1960) 


3.78% up 
(3rd qtr. 1961 
vs. 3rd qtr. 1960) 
4.88% up 
(3rd qtr. 1961 
vs. 3rd qtr. 1960) 


00.49% up 
(Oct. 1981 vs. 





Oct. 1960) 





*New index being used. Federal Reserve Bulletin (seasonably adjusted) . 


**Figures are for week ending November 18, 


+ Figures are for quarters. 


+ -+Federal Reserve 


1961, 


ulletin figures (revised). 


and preceding week (revised). 





“a quick cueck or INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 


of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room 
DISHWASHERS .................4.5.05. 
DRYERS, Clothes, Electric 
Gas 
FOOD WASTE DISPOSERS 
FREEZERS 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 
(Excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS 
RANGES, Electric, Standard 
Built-in 
RANGES, Gas, Standard 
Built-in 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 





September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
Week Nov. 10 
45 Weeks 
July 
7 Months 
Week Nov. 10 
45 Weeks 
July 
7 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 
September 
9 Months 








1961 1960 % 
(Units) (Units) | Change 
38,500 22,400 +71.88 
1,369,200 | 1,378,100 —00.65 
56,400 56,000 +00.71 
430,600 417,100 + 3.24 
105,404 106,130 —00.68 
504,528 538,380 — 6.29 
57,453 59,378 — 3.24 
261,608 287,424 — 8.98 
90,900 76,300 +19.13 
609,000 581,600 + 471 
94,891 88,500 + 7.22 
820,791 844,000 — 2.15 
452,187 531,286 —14.89 
2,540,570 | 3,048,546 —16.66 
311,524 261,127 +19.30 
10,089,789 | 9,267,574 + 8.87 
697,851 573,363 +21.71 
5,088,031 | 4,451,721 +14.29 
152,058 112,283 +35.42 
5,331,964 | 5,095,249 + 4.65 
388,791 392,858 — 1.04 
3,027,975 | 3,050,385 —00.74 
316,500 290,700 + 8.88 
2,647,700 | 2,709,300 — 2.2] 
81,900 82,000 —00.12 
644,300 652,500 — 1.26 
68,400 62,000 +10.32 
528,200 509,600 + 3.65 
155,200 144,200 + 7.63 
1,083,500 | 1,123,500 — 3.56 
35,600 34,400 + 3.49 
260,400 259,600 +00.31 
302,229 301,935 +00.10 
2,384,577 | 2,487,986 — 4.16 
323,336 279,304 +15.76 
1,970,636 | 1,913,304 + 3.00 
78,526 73,407 + 6.97 
516,175 556,267 — 721 
9717 17,824 —45.48 
76,115 118,895 —35.98 
76,000 71,000 + 7.04 
571,000 553,800 + 3.11 
191,900 227,600 —15.69 
1,923,300 | 2,116,400 — 9.13 








Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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Now Maytag puts the 
exclusive Electronic Contro 







feature in a dryer 
for the mass market 





World’s most advanced dryer feature now on a 
model priced just above the low end of the line 


WHAT IT 1S—The first Maytag Electronic Control Dryer was intro- 
duced to the top of the line last fall. It’s been the most talked about, 
most significant development in dryers today. And it’s a Maytag 
exclusive. 


HOW IT WORKS-— Maytag’s Electronic Control actually measures the 
moisture in clothes with 72 electronic “fingers.” When they’re dried 
exactly right, the dryer turns itself off ...automatically. A genuine value 
that you can demonstrate to the customer for the easy step-up sale. 


WHAT'S IN IT FOR YOU- Plenty! The latest model of the Maytag 
Electronic Control Dryer is priced right — just above the low-priced 
models. And it has a demonstrable difference women clearly under- 
stand. They know how overdrying tortures clothes and bakes in wrin- 
kles. Only Maytag’s Electronic Control feels the clothes for moisture, 
just as a woman would-—thus completely eliminating overdrying. 


Sell the only genuine difference in dryers today. Get full information 
from your Maytag regional Manager or Distributor. 


Bulletin: A Maytag Franchise may be available in your market. 
If you would like to sell the progressive and profitable Maytag 


line, write, wire or call the General Sales Manager, The Maytag 
Company, Newton, Iowa. 


MAYTAG 


the dependable automatics 















One Handsome Model... 
Electric or Gas...matches all 3 
volume-selling Highlander Washers 



































DE 500 paired with Maytag Super Highlander (Model A500) 
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